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Proofs 


“Snakes and snails and puppy 
dogs’ tails” are what little boys are 


Himade of, according to the Sunday 


Mirror Magazine. Only in Rough 
Proofs’ version it was “Rats and 
snails and puppy dogs’ tails.” 


, 


A California grandmother, Ap- 
VERTISING AGE reports, has passed 
up her knitting and organized an 
dvertising agency. 

Great, grandmother! 


=. = F 


Ford has doubled the per-car 
advertising allowance on all its 
Is it possible that there will 
be competition for automobile 
sales in 1947? 


7;  F 


Les Finkle offers himself as 
Your Man Friday, a descriptive 
invented by Daniel Defoe, but in 


Hrecent years diverted to another 


purpose by Walter Winchell. 
, a ae. 


Holbrook Microfilming Service 
reported that after AA had repro- 
duced one of its magazine ads, in- 
quiries started coming in. But the 
editors refuse to issue a rate card. 


7, ¥ ¥ 


A news story reported that P&G 
recently dropped half of “Queen 
or a Day,” and a curious cor- 
espondent wonders if the report 
shouldn’t have indicated which 
half, 

vvy 


“In each size bracket,’ says a 
lip manufacturer, “there are six 
igure types, three for younger 
vomen and three for more ma- 
ure figures.” 

Spoken like a diplomat. 


7, Y F 


Charles Denny, no longer act- 
ng, but the permanent chairman 
if the FCC, is one bureaucrat who 
Hoesn’t hesitate to admit that he 
ets a lot of fun out of his job. 


, 


In spite of its tall Hooperatings, 
he critics continue to lambaste the 
Phil Harris - Alice Faye program. 
ut the sponsor has decided to go 
plong with the listeners. 
~~ + ] 


The First Advertising Agency 
roup is offering $500 for the 
est answer to “The Hucksters,” 
nd its contest seems to be just 
nother way of keeping That Book 
n the best seller list. 
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“Careless people sometimes re- 
er to all vacuum bottles as 
hermos’,”’ says the ad. 

Just as they are inclined to call 
ll cameras Kodaks and all auto- 
natie toasters Toastmasters. 


> F 


National advertisers are ‘“‘work- 
ng in a vacuum, as far as the 
etailer is concerned,” William H. 
foward complains. 

\ vacuum doesn’t conduct sound, 

t it should admit light. 


7, VV F¥ 
‘The Dallas woman is renowned 
r beauty,” brags the Times-Her- 
ld, and since all Texas girls are 
eautiful, not even Ft. Worth will 
ispute the claim. 


Copy Cus. 


Cases Against 
Headache Remedies 


Dropped by FIC 


Stanback, B. C. Toss 
Out Ingredients 
Assailed by Agency 


WASHINGTON—Two of the major 
FTC labeling cases against well- 
known headache remedies came to 
an amicable halt last weekend 
after the manufacturers of Stan- 
back and B.C. headache remedies 
reported that they had eliminated 
from their products ingredients 
which the commission considered 
injurious to health. 

In reporting the steps they had 
taken, the two firms noted that 
the commission has the power to 
control advertisements but not the 
power to change a formula or 
label. 

Since the action “accomplishes 
all that the commission has the 
power to accomplish in the public 
interest,” the firms said, there was 
no reason for continuation of the 
FTC proceeding to require warn- 
ing statements in advertising for 
the products. 

On its part, the commission 
agreed that “no additional benefits 
could be obtained by the issuance 
of cease and desist orders.” It 
took the unusual step of dismissing 
the complaints though reserving a 
right to resume the case if the 
circumstances change. 


Started Action in 1942 


Back in October, 1942, the com- 
mission had complained that ad- 
vertising for these products and 
several other remedies failed to 
disclose that they contained in- 
gredients which are harmful or 
that continued use in quantities 
exceeding the recommended 
dosage would be dangerous. 

Among the harmful effects of 
two ingredients, acetanilid and 
potassium bromide, according to 
FTC, are skin eruptions, mental 
derangement and collapse. 

In suspending the complaints, 
the commission Said it was acting 
in the exercise of its “sound dis- 
cretion” based solely on the facts 
of this particular case. 

“Not only have the respondents 
discontinued the dissemination of 
the advertising complained of,” 
the commission said, “but they 
have at substantial cost and ex- 
pense permanently removed from 
their preparations the ingredients 

(Continued on Page 75) 


Keep Ideals... 
Adman tells Vet in 


‘Voice,’ Page 66. Other 
features: 


Ad-libbing _ 12 
Admen Coming Back 78 
Business Paper Figures . 48 
Coming Conventions . 58 
Department Store Sales 69 
Editorials oe 
Feature Page . . F 
Getting Personal : 
Information for Advertisers _ 12 
In Washington ..... 42 
Photographic Review me 
Private Lines 65 


Rough Proofs | 
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TEST CAMPAIGN—Libby, McNeill & 
Libby, Chicago, is using 1,400 and 600- 
line copy in the Milwaukee Journal as 
part of a test campaign for Libby's 
frozen foods, The test will be confined 
to Milwaukee for an indefinite period. 
J. Walter Thompson Co., Chicago, is 
the agency. 


Carr-Consolidated 
Approves $600,000 
Ad Budget for ‘47 


WiLKeEs-Barre, Pa.—Carr - Con- 
solidated Biscuit Company, fourth 
largest unit in the cracker and 
cookie field, formed by merger of 
J. B. Carr Biscuit Company here 
and Consolidated Biscuit Com- 
pany, Chicago (AA, Dec. 9), will 
spend approximately $600,000 next 
year in a program calling for more 
extensive use of newspapers, busi- 
ness publications, radio and out- 
door advertising. 

The trade character, ‘Cookie 
Carr,” originated two years ago, 
will continue to be featured. The 
company will schedule 75 daily 
newspapers serving the direct sales 
area, and will continue to use 
stylized illustrations and copy 
themes established by Carr in re- 
cent years. 

In addition to markets already 
established by the two companies 
around Chicago, eastern Pennsyl- 
vania (including Philadelphia), 

(Continued on Page 75) 


Industry Readies Plans 
for Pre-packaged Homes 


Dailies’ Network 


Claims Lower Cost 
Than Other Media 


Wil! Announce First 
Advertisers Soon; 
‘Dallas News’ Joins 


New YorK—“The largest audi- 
ence that any medium or group of 
media has ever produced” was an- 
nounced and described by Ameri- 
can Newspaper Advertising Net- 
work, Inc., last week after more 
than two years of organization 
and research work. 

The presentation was made be- 
fore advertising business paper 
editors by Larry Hansen, eastern 
sales manager of ANAN, after an 
introduction by Edward D. Mad- 
den, executive vice-president. 

At the same time Mr. Hansen 
announced that the Dallas News 
has joined the network’s sou - 
western group. AA was told that 
after a series of meetings with ad- 
vertising agency executives, at 
which the volume and frequency 
discount structure and other fea- 
tures were first revealed (AA, 
Nov. 4), some advertisers already 
have signed to start next month. 
ANAN expects advertisers chiefly 
of foods, drugs and other pack- 
aged goods. 


Emphasizes Low Cost 


Even before discounts, ANAN 
emphasizes low cost and thorough- 
ness of coverage of its black-and- 
white, run-of-paper setup, both 
daily and Sunday, as compared 
with magazines, newspaper sup- 
plements and radio. With its cir- 
culation of both basic and sup- 

(Continued on Page 74) 


Last Minute News Flashes 
Moore-McCormick Line Schedules Copy 


New York — Moore-McCormick Line, which spent approximately 
$250,000 annually on advertising prewar, and more in 1941, sched- 
uled issues of 28 newspapers in branch office cities throughout the 
country for a 1,000-line ad captioned, “New ships to bring more 
. more efficiently,” and will follow up soon with one, “Fresh 
refrigerated in cargo ships.” 
to break tourist copy about mid- 
Brazil, Uruguay and Argentina are expected to complete reconversion. 
The line will use pages through March in Dun’s Review, Fortune, 
Newsweek, The New Yorker, Time and United States News. 


coffee . . 
plums in March... 


Nason, Inc., is the agency. 


General Baking Returns to BBDO Jan. 1 

New YorK — General Baking Company will return its entire ad- 
vertising account to Batten, Barton, Durstine & Osborn on Jan. 1. 
BBDO now handles the New York and New England divisions. It 
lost the account some years ago to Newell-Emmett Company. 
cently BBDO shared it with Neal D. Ivey Company, Philadelphia, 
and Mitchell-Faust Advertising Company, Chicago. 


Northam Warren Appoints Y&R 


Conn. — Northam Warren Corporation 


STAMFORD, 


The company hopes 
March, when passenger liners to 


Kelly- 


Re- 


has 


appointed 


Extensive Promotion 
Planned by Producers, 
Lumber Dealers 


WASHINGTON — The Producers’ 
Council and the National Retail 
Lumber Dealers Association lifted 
the curtain last weekend on an 
“industry engineered house,” suit- 
able for distribution as a pre- 
packaged unit, which is to be “one 
of the industry’s answers to the 
demand for quality homes at re- 
duced cost.” 

While “in no sense prefabricated 
homes,” the industry engineered 
houses depend on standardization, 
precutting and sizing to reduce 
the amount of cutting and fitting 
on the site, promote mass pro- 
duction in the manufacture of ma- 
terials, and reduce the cost of as- 
sembling and distributing parts 
needed for complete homes, 


Manufacturers Cooperating 


Hundreds of manufacturers who 
are working with the Producers’ 
Council are cooperating to provide 
component parts in sizes which 
will fit into the houses with mini- 
mum waste of materials and time. 
Some major units such as bath- 
rooms, kitchens and heating units 
must be especially designed where 
existing lines do not fit. 

Though the architectural studies 
and engineering principles are 
near completion, the two associa- 
tions have yet to approve the pro- 
motion plans for the house. 

Extensive publicity and adver- 
tising promotion through members 
of both organizations will unfold 
as the house goes into production, 
probably in the spring. 

Neither of the associations, 
however, has favored national ad- 
vertising programs in the past, 
preferring to serve as a “fountain 
head” for activity of member as- 
sociations and firms. 


Started by Standards Group 


Based on a standard “grid” first 
developed by the American Stand- 
ards Association at the sugges- 


‘Tires Wanted’ Ad 
Scraps Old Car 


New YorkK—Norman Dine, man- 
ager of the Sleep Shop of Lewis & 
Conger, Manhattan specialty store, 
knows the power of advertising 
he also knows that some very 
peculiar people read classified ads. 

Beset by tire troubles, Mr. Dine 
advertised in the New York Herald 
Tribune: “My elderly car is a road 


menace because of bad tires. 
Urgently need tires, 650x 19, new 
jor used. MU 2-3575.” He got a 
| prompt reply—from the State Bu- 
reau of Motor Vehicles. An in- 
spector told him in official lan- 


guage to get the heap off the road. 
Mr. Dine is complying with the 
order, and will leave his La Salle 


Young & Rubicam to handle its advertising for Cutex manicure prep- | sedan, vintage 1930, at his home in 


arations and Odorono deodorant. 


J. Walter Thompson Company and Odorono by Abbott Kimball Com- | outsize and are no longer 
The latter will continue to handle Northam Warren’s Peggy | factured. 
One of Y&R’s first assignments on Cutex 
will be to map promotion for the company’s new line of steel cutlery.|thumb to get from home 


pany. 
Sage products account. 


Cutex was formerly handled by | 


(Additional News Flashes on Page 79) 


Ossining. The tires he sought are 
manu- 
he ex- 
artful 
to the 


In the meantime, 


pects to use taxis or an 


station. 
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tion of the American Institute of | 
Architects and _ the Producers’ | 
Council in 1939, the application of | 


standardized. 
“Each basic design can be built | 
with a wide variety of treatments | 


the plan in any way they see fit,” 
the association said. 


(Marketing and _ advertising 


standardized materials to housing so far as external appearances and | plans of a postwar newcomer to 


was worked out in special archi-| 
tectural and engineering studies | 
during the past six months. 

The house is sometimes de- 
scribed as the “Domino” House, 
for the materials delivered in 
standard sizes can be arranged 
side by side, end to end, to meet 
the varying needs of the owner 
for more or less accommodations. 

By use of a “Domino” stand- 
ardized unit system, pre-cutting 
and other labor saving devices fol- 
low. Lower inventories for manu- 
facturers and dealers are possible. 
Dealers save money in handling 
standardized parts, many of them 
pre-packaged. 


No ‘Standardization’ 


While the use of specifications | 
lends itself to “pre-packaging” of | 
the exact materials for production | 


of a house, the two sponsoring | 


detail are concerned and several 
variations in floor plans will be) 
possible,”’ the sponsors say. 

The homes are to be built by the | 
orthodox facets of the industry— 
the manufacturers, dealers —) 
contractors. The first houses will | 
contain one, two or three bed- 
rooms, kitchen, bath and living | 
room, plus other conveniences. | 
Owners and builders will be able | 
to add further conveniences to the | 
houses in any way they wish and 
still retain all of the savings in- 
herent in the basic plans. 

Plans and specifications will be 
complete by the end of this year, 
but manufacturers may require 
several additional months to adapt 
their individual products to the 
engineered house, it was ex- 


plained, 


When details have been made | ® Sons 


available to the industry and the) 


the field of prefabricated housing, 
the Lustron Corporation, Chicago, 
are reported on Page 20 of this 
issue.) 


Agency Changes Name 
Addison Vars Company, Buffalo 


| agency, has changed its name to 


Comstock, Duffes & Co., assuming 
the names of two of its four part- 
ners. Addison F. Vars, former 
president of the agency, relin- 
quished active direction in 1940 
and in 1943 the agency began 
operation as a partnership headed 
by Henry W. Comstock, Kenneth 
S. Duffes, H. Earl Close and Frank 
J. Hess. 


Crugar Joins Frank 

William F. Crugar, formerly ad- 
vertising manager of John H. Pray 
Company, Boston, has 
joined Herbert W. Frank Adver- 
tising Agency, Boston, as admin- 


organizations stressed the fact that | public, manufacturers, dealers and | jctrative assistant to Mr. Frank 
the houses will in no sense be/| builders “will be free to utilize and head of the creative staff. 


Advertising Age, December 16, 194 


Korman Quits in 
McCann Shakeup 


New YorK—Howard Korman, 
vice-president and merchandising 
and promotion director of Mc- 
Cann-Erickson for 15 years, has 
resigned, effective Dec. 31. Mr. 
Korman, former president of the 
Direct Mail Advertising Associa- 
tion, will be succeeded by Walter 
Juettner. 

Mr. Korman, it was said, will 
open his own offices. These sources 
said Mr. Korman’s resignation fol- 
lowed a reorganization of the 
agency, under which McCann- 
Erickson will have outside com- 
panies supply the major part of 
its merchandising, promotion and 
publicity. 

Asked about the reported 
changes, Bert Stilson, assistant 
manager of the agency’s New 
York office, said the reorganiza- 
tion was “minor,” that no em- 
ployes of long standing were af- 
fected except Mr. Korman, and 
that a few people had been let out 


ANNOUNCING 


the 


New 


Pharmacy 


International 


The publishers of EL FARMACEUTICO, the oldest and dominant magazine in its 
field for Latin America, announce the new PHARMACY INTERNATIONAL to pro- 
vide World-Wide coverage of export markets. 


PHARMACY INTERNATIONAL will start in June, 1947. A specialized monthly 
magazine in English devoted to the interests of American drug and allied industries, 
it will circulate in ALL markets of the world outside of the Western Hemisphere. 


These are areas in which American manufacturers are selling this year more than $75 
millions worth of pharmaceutical and medicinal products, cosmetics, toiletries and 
other drug sundries. And they're expanding markets. 


PHARMACY INTERNATIONAL will contribute to the development and maintenance 
of these markets for American industries, as EL FARMACEUTICO, in Spanish, has 
been doing effectively for 22 years in Latin America. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


| Affiliated with Mc-Graw-Hill Publishing Co., Inc., and Chilton Co. (Inc.) } 


snd, Chicag St. Louis 


San Francisco 


s Aires, Mexico City, R 


, . 
Janeir 


Los Angeles, 


Tenn.; 


(rumor placed the number , 


eight). 


Sources outside the agency rp 
called that the management pane 
of the Four A’s eastern region, 


meeting advocated closer cost 


on 


trol of departments, urging tha 
each show a profit, and pointed oy 
that the practice of buying ser 
ices outside the agency and addin; 
a 15% commission was certain 4 
be more profitable. 


Geyer, Cornell 
Becomes Geyer, 
Newell & Ganger 


New YorK—Robert M. Gange 
has been made a partner in Geyey 
Cornell & Newell, the name yg 


R. M. Ganger 


of operations. 


Mr. 


which has bee} 
changed to Geye 
Newell & Gange 
Mr. Ganger ha 
been a vice-pres 
ident and direc 
tor. 

Charles 
Brocker, former 
ly vice-preside 
and media direc 
tor, has bee 
named vice-pres 
ident in charg 


Ganger started with th 


agency as an office boy in Dayto 


on Jan. 1, 


1928, 


later becomin 


manager of the Rochester office 
When headquarters were move 
from Dayton to New York-in 193 
he was transferred there as a 


account executive. 


He is chair 


man of the New York council 


the Four A’s. 


Mr. Brocker, formerly with 
Stirling Getchell, Inc., joined th 
agency as media director in 194 
and was named a vice-presider 


last March. 


Mutual's Affiliates 
Now Total 377 


And still they come. 
Broadcasting System’s 
374 at the last count (AA, Dec. 2) 


Mutua 
affiliate 


totaled 377 last week. The ne 
work lost five, but added eigh 


The new ones: 

KSTT, Davenport, 
Houma, La.; WGNS, Murfreesbor 
WICY, Malone, N. Y 
WATZ, Alpena, 


Ia.; KCI 


Mich.; WMB) 


Petoskey, Mich.; WHAR, Clarks 
burg, W. Va., and WQBC, Vicks 


burg, Miss. 


WQUA, Moline, !!! 


was annexed as replacement {0 
WHBF, Rock Island, which | 


gone over to ABC. WRRN, Mu 


tual outlet for Warren-Young 
town, O., will increase its bas 


rate to $100 on Jan. 1. 


The stati 


has FCC authority to increase | 
power from 250 watts to five kil 


watts. 


W. A. Diehl Changes - 


W. A. Diehl, 
John Budd Company, has joiné 


formerly 


the Chicago office of Gilman, Nicé 


& Ruthman. 


Paper is scarce and valuable 
... avoid hoarding and waste 


ise 


ia 


MARTIN CANTINE COMP. 
SAUGERTIES, N.Y. 
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How to Reach 


1A 10 BILLION DOLLAR MARKET.. 


T e e 
a Huge Demands Will Continue 
’ Even After Backlogs Are Met! 
ih 
"7 Here is o-10 bitlion dollar market for mass INSTITUTIONS CATALOG DIRECTORY . . . the first 
ner feeding and mass housing products used in institu- publications to recognize the community of interest 
~ tions. It is made up of hospitals, schools, colleges, between all segments of the institutional field and the 
he hotels, restaurants, government agencies and other only publications which reach all of these related 
arg institutions. It involves all products used in feeding segments. Manufacturers ..... reach this market 
a and housing individuals in these institutions. These monthly through INSTITUTIONS Magazine with mes- 
ni range from potato peelers... and the potatoes peeled = sages in the form of display advertising ..... reach 
ove . to paint .. . and the cleaning compounds used in this market annually through INSTITUTIONS 
sa maintaining the painted surfaces. CATALOG DIRECTORY with catalog information to 
il The buying factors who must be sold in these in- assist buyers and specifiers in the actual selection of 
h stitutions range from dietitians to purchasing agents the products desired. 
a and involve a total of 157 different titles by actual 
ide count. INSTITUTIONS Magazine and INSTITUTIONS 
DIRECTORY off factu thei 
The market is huge today because of deferred oewee ; ee 
urchases and the American Public's increased de oat Smee Gen O Se ae Se 
atu . a ee , INSTITUTIONAL MARKET. 
‘ate pendence upon institutional services. It was huge 
a before the war because of its vital relation to our For further information on this market and on 
7 everyday lives. It will continue huge even after cur- — these publications consult your advertising agency or 
bon rent backlogs have been met. write to INSTITUTIONS Magazine and INSTITUTIONS 
wee This market is reached each month through CATALOG DIRECTORY, 1900 Prairie Avenue, Chicago 
. INSTITUTIONS Magazine and annually through 16, Illinois. 
t fo 
te i > * 
Institutions Include.... 
@ HOTELS @ YMCA's, YWCA's 
wd @ RESTAURANTS @ GOVERNMENT AGENCIES 
“a @ HOSPITALS @ INDUSTRIAL CAFETERIAS . | = 
@ RAILROAD SYSTEMS © CLUBS “lio... = 
om @ JOBBERS, DEALERS === | 
@ SCHOOLS — 
@ OTHER PUBLIC AND PRIVATE ¥ yl 
@ COLLEGES INSTITUTIONS pana te 


-- CONSULT YOUR oy = DVERTISING | 


1900 PRAIRIE eas. ine sed 16, ILLINOIS i 
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End Regulation W 
fo Aid Economy, 
Economists Ask 


NewarK—Regulation W, often a 
target for complaints by manu- 
facturers, 
more erudite quarter last week, 


as the northern New Jersey chap- 
ter of the American Marketing 
| Association, in collaboration with 
| 10 educational and business asso- 
| ciations, convened here to discuss 
“Distribution for Cash—Or 
| Credit?” 

| The speakers, topnotchers in 
business, education, unions, adver- 
\tising and public relations, kept a 
continual flow of criticism directed 
‘at controls on consumer credit, 


was under fire from a|but most of them avoided saying 


flatly that Regulation W must go. 


The program was arranged in‘ 
panels, so that each speech was 
followed by discussion, and the 
panels were balanced so that op- 
posing viewpoints were repre- 
sented on each question. 


Lyman Hill Speaks 


Keynoting the meeting, Lyman 
Hill, president of AMA and di- 
rector of research, Servel, Inc., 
said he wished to avoid discussion 
of Regulation W, but that con- 


sumer credit must be expanded, 
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and that this need for expansion 
is more necessary and more im- 
minent than most observers imag- 
ine, 

Saul Cohen, president of City 
Stores Corporation, told the mar- 
keters business needs a free mar- 
ket, release from cartels, monopo- 
lies and fair trade restrictions; 
that research on tax reduction is 
needed, particularly from hidden 
taxes; that it is time to codify 
laws on distribution, ending sub- 
sidies, restrictions, tariffs and 
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O« important fact stands out in the present rail- 
way buying outlook. The railroads’ , attitude 
today towards rehabilitating and improving their 


facilities is similar to 


their attitude after World War 


1, when their purchases from manufacturers averaged 
a very high total of $1,645,000,000 annially for the 


ofhice. 


Washington 4, D. C. 


five-year period 1923-1927. Equipment orders this 
year prove that the railroads, given adequate earn- 
ings, are ready to go ahead on a large scale. 


Manufacturers who look to the railway industry as 
a market for some or all of their output, thus have 
an outstanding opportunity to expand their sales 
in this field during the important years ahead. 


The four-page folder “The Railway Market” (il- 
lustrated on the left) covers the highspots of current 
railway traffic, earnings and purchases, and the 
trends indicated for 1947 .. 


. information that you 


will find timely in analyzing your markets for next 
year. Send for your copy today! Write our nearest 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 West Adams St., Chicago 3 


Terminal Tower, Cleveland 13 


300 Montgomery St., San Francisco 4 
530 W. 6th St., Los Angeles 14 
2909 Maple Ave., Dallas 4, Texas 


Henry Bldg., Seattle 1 


“special privileges”; that business 
should study methods of stand. 
ardization, and mentioned a trenq 
to group buying, promotion and 
planning. 

Finally, he said, more attention 
should be paid to selling, which 
he termed “wretched” at the re. 
tail level. 


Discuss Demand Backlog 


One of the conference’s most in- 
teresting sessions was a discussio 
of “Yesterday’s Waiting List anc 
Today’s Buyers,” with Walter F 
Crowder, editor, Mill Supplies, as 
serting that only a minor dent hag 
thus far been made in the backlog 
of consumer durable demand, and 
that 30 to 40% of orders arg 
duplicates, so that at least 60% 
of future orders are bona fide. 0 
the other hand, Benn Lewis, corse 
and bra manufacturer, asserted 
flatly that retailers of consumey 
soft goods “have suddenly becom@ 
super-cautious and are canceling: 
orders without reason.” ; 

Mrs. Katherine Van Order} 
president, National League o6 
Women Shoppers, took severe ex 
ception to the lifting of price con 
trols, and reported that her or 
ganization is actively promoting 
buyer resistance through the dis 
tribution of folders headed, “If the 
price is not right—hold tight, 
and buttons reading “Don’t Bu 
High.” 

“If business is so certain of the 
operation of the law of supply an 
demand, why is it so interested ir 
promoting fair trade?” she aske 
pointedly. 


Perlo Optimistic 


A round table on competition ji 
the consumer finance field brough 
out the fact that commercial unit 
fear competition from banks, but 
Victor Perlo of the Treasury de 
clared that consumer credit is sure 
to expand greatly in the coming 
months, so that there should be 
enough business for all, for the 
short term, at least. Consume 
credit outstanding, he said, wil 
total about $9% billion at year’ 
end, a figure which should double 
if the prewar relationship of 1 t 
10 for consumer credit in relatio 
to gross national product is main 
tained. 

Featured speaker at a luncheo 
panel on_ sustaining expanded 
markets through effective distri 
bution was Alfred Schindler, for 
mer Under Secretary of Commerce 
who made a strong plea for in 
creased buying power to provide 
effective buying income which ca 
be translated into sales. He als 
asked for reduced taxes, particu 
larly on lower incomes, plus 
sincere effort to eliminate tradé 
barriers of all kinds. 


Announces Rate Boost 


Outdoor Life, New York, has in 
creased its circulation guaranteé 
from 435,000 to 575,000, effectiv4 
with the April, 1947, issue, and has 
increased its page rate from $1,50% 
to $1,900 and line rate from $3.73) 
to $4.95. Current rates will appl} 
on orders placed by Feb. 1, 1947 
to run through September, 1947 
issue. 


ama 


Shaw Agency Moves 


Shaw Associates, Advertising 
New York, has moved from 1! 
Madison Ave. to 112 E. 19th St. 
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What are the characteristics of 
Urban Families Today? 


In the first postwar survey of its kind, The American 
Magazine gives you a cross-section picture of urban life in 
America today. The report provides a detailed comparison 
of the character and composition of all urban families 
with The American Magazine’s reader families. It covers 
such items as: 


Income — Possessions — Occupation — 
Education — Type and Size of 
Dwelling — Housing Plans 


And it presents these vital new market facts and figures in 
a graphic, ready-reference fashion. 


‘ OWN CARS 
For example: poy 
OWN HOME 
53.4 
51.4 49.1 
INCOME 
$3,000 TO $5,000 
29.6 
INCOME 
OVER $5,000 22.2 
18.1 
12.3 
C—) ALL FAMILIES GH AMERICAN MAGAZINE FAMILIES 


The interesting new method of sampling, called “Block 


The American Magazine Gauges the Postwar Urban Market 


Sampling,” undertaken shortly after war’s end by The 
Psychological Corporation, has secured a more accurate 
sample of the urban market by including all economic 
groups in their true representation. 

At your request, we'll see to it that your copy of this 
Qualitative Survey reaches you. It will add still further 
substance to the statement that... 


.---no other magazine offers advertisers 
so great a value in multimillion circulation 
among both men and women, page for 
page, dollar for dollar! 


7 Amencall 
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|program is not prescribed, but| grams of five to 30 minutes must | 


| broadcasters are warned that the|have “transcription” announce- 
‘language shall be clear and in |ments at beginning and end. Those 


‘Transcription’ 
Rule on Radio _terms commonly used and under- 
Spots Is Eased ig they are warned that 


WASHINGTON—FCC . : 
broadcasters last week of the re-| tempt to create the impression 
quirement of repeating the mo- | that any program being broadcast 
notonous announcement “by tran- | by mechanical reproduction con- 
scription” when one-minute spots | sists of live talent. 
are played on the air. | As adopted, the new rule fol- 

In modifying its long-standing | lows essentially the recommenda- 
rule against unidentified use of |tions of the National Association 
mechanical recordings, the com-|of Broadcasters and NBC. It re- 
mission also permitted use of re-| jects the plea of ABC, which had 
corded background music, sound | hoped to obtain exemption from 
effects, and sponsor identification | the “transcription” announcement 
without reporting the fact that it for the Bing Crosby program and 
is from a platter. other programs which might be 

Under the new rule, the exact | transcribed in the future. 
form of identifying a recorded| The new rule requires that pro- 


less than five minutes and more 
‘than one need be identified only 
at the beginning. 


relieved) they must not “affirmatively” at- | 


Appoints MacKay 


Glen MacKay, formerly assist- 
ant advertising manager of the 
Montreal Daily Star, has been 
named Montreal sales manager of 
the Canadian Street Car Advertis- 
ing Company. 


Maccabe Joins Reynolds 


Gerald F. Maccabe, account ex- 
‘ecutive of MacLaren Advertising 
‘Company, Toronto, for the past 
|three years, has joined E. W. Rey- 


‘nolds & Co., Toronto, in the same | 


| capacity. 
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G-E Drops ‘House 
Party’; Safeway, 
Babbitt Go CBS 


| New Yorxk—Columbia Broad- 
| casting System picked up two new 
| sponsors, B. T. Babbitt, Inc., and 
| Safeway Stores, for daytime pro- 
| grams last week, but lost General 
'Electric’s three - times-a-week 
| sponsorship of the “General Elec- 
\trie House Party” (154 stations, 
| Mondays-Wednesdays-Fridays, 4- 
|4:25 p.m., EST). 

| G-E, it was reported, was not 
| dissatisfied with “House Party,” 


Shake hands with M 


Mr. William Penn, that is. 


r. Penn 


homes; is read daily by 4 out of 5 Philadelphia 


families. 


You might say he’s the father of the Nation’s 


third largest city. Population (including its 


trading area), 3.844.960. 


A city vast as Philadelphia naturally boasts 
a number of unusual items. And one 


is the newspaper with the largest 


circulation in America. This new spaper—The 
Evening Bulletin—goes home in the 


Now to purveyors of consumer goods this can 


have only one happy meaning. Advertising in 


The Bulletin reaches nearly everybody in this 


great market-place. 
of them 


evening 


city of 


In Philadelphia—nearly everybody reads 


THE BULLETIN 


fication rating, but cancelled the 
show because of prolonged pro- 
duction difficulties. Young & Rubi- 
/cam handled the program for the 
G-E household appliance division. 

Trade circles expect “House 
Party” to pick up a new sponsor 
soon, perhaps before G-E’s spon- 
sorship ends on Jan. 10. Procter 
& Gamble was reported interested, 


Plans Dramatic Serial 


Babbitt, which sponsors “David 
Harum” and “Lora Lawton” on 
NBC, signed with CBS to put a 
new, as yet unnamed, dramatic 
serial on the full network Mon- 
days through Fridays at 10:45-11 
a.m., EST, starting Jan. 13. Agency 
is Duane Jones Company. 

Safeway, through Ruthrauff & 

Ryan’s Chicago office, will spon- 
sor an afternoon soap opera Mon- 
days through Fridays on 32 CBS 
stations in the Midwest, Rock) 
| Mountain and Pacific areas, start- 
|ing Jan. 27. Safeway formerly 
| sponsored “Count of Monte Cristo” 
/on Don Lee’s western network for 
|twod years. 
Meantime, program switches 
| were affected on two networks to 
| satisfy sponsors eager to duck the 
|potent competition of the top- 
‘rated Fibber McGee & Molly and 
|Bob Hope shows on NBC Tues- 
| days from 9:30 to 10:30 p.m., EST. 
|Cresta Blanca Wine Company on 
Dec. 25 will move its “Hollywood 
Players” on CBS from Tuesday at 
| 9:30 to Wednesday at 10 p.m 
|Chief competition the program 
| faces in this spot, which Squibb’s 
|“Academy Award Winner” is va- 
|eating, is Philco’s Bing Crosby 
| show on ABC. 


Handled by BBDO 


John Hancock Mutual Life In- 
surance Company, in signing to 
sponsor the Boston Symphony Or- 
chestra on ABC (AA, Dec. 9), got 
this concert program shifted from 
9:30 to 8:30 p.m., EST, Tuesdays. 

Although John Hancock Mu- 
tual’s agency for other media i: 
McCann-Erickson, the insurance 
company’s first venture into net- 
work radio advertising was nego- 


‘ati had a high sponsor-identi- 


tiated through Batten, Barton, 
Durstine & Osborn. 
Announcing the deal, under 


| which the Boston company will 
| begin sponsorship of the concerts 
'on Jan. 21 over 58 ABC stations, 
|Paul F. Clark, president of the 
firm, said the symphony was 
chosen “because the appeal of fine 
music is universal and will be ap- 
| preciated by a large number of 
| the 8,000,000 John Hancock policy- 
holders and other devotees of this 
| great orchestra.” 

| The hour-long broadcasts, on 3 
| 26-week basis, are said to repre- 
sent a $500,000 billing for ABC. 


Appoints Smith 

Howard C. Smith has been ap- 
| pointed national institutional sales 
/manager of Home Products Sales 
Corporation, New York, sales o'- 
ganization for Taylor-Reed Cor- 
poration, Mamaroneck, N. Y. 
maker of Q-T pie crust and corn 
|muffin mix, Cocoa Marsh milk 
booster and Tumbo pudding. 


| Deepfreeze Appoints 
| Geraldine Corman has been a) 
| pointed director of the home eco- 
/nomics department of the Deep- 
freeze division of Motor Products 
Corporation, North Chicago. 
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ELEANOR 
Helen Gilman, Age 18. 


ae a, 


fa BLUE ROOM 
rom Erick Sijersen, Age 16. 
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“th BIG FREEZE 
: ‘ Lennart Anderson, Age 17. 


FAMILY MORNING 
Sterling Curry, Age 19. 


MIDNIGHT DANCE OF THE OKIES 
Lois Ault, Age 15. 


Better « veer! 


The third Ingersoll Art Award Contest 
for high school students conducted by the 
United States Time Corporation under 
the auspices of Scholastic Magazine drew 
an even better gallery of contributions 
than the first two contests . .. And Einson- 
Freeman is again privileged to publish 
the calendar which reproduces the prize 
winning awards. This third calendar, as 
were the earlier two, is a collectors’ item 
...and we'll be glad to send you a copy 


if you let us know you want one. 


Tas calendar represents display at its 
best . . . built on an idea which is a service, 
an inspiration to all young artists, the 
recognition of talent . . . specific interest 
and appeal for the youth audience. And 
while the idea behind the Contest and the 
calendar is not ours, we repeat .. . that a 
good idea is the best basis for display. And 
we are just as much interested in finding 
or furnishing the idea as we are in its 
visual execution. A meeting of minds may 


improve your business and ours! 


Cinson-Ffreeman CO., tn. 


Ideaful Lithographers 
Starr & Borden Aves., Long Island City, N.Y. 


THE SNOW CAME 
Herbert Wiley, Age 17. 
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AUGUST TWILIGHT 
Charles Chappell, Age 16. sig 


TIPPIE 
Mildred Hallman, Age 15. 


SATURDAY NIGHT 
Jerry Wolfish, Age 12. 


THE YOUNG ARTIST ; 
Herbert Steinberg, Age 18. - 
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Hardware Group 
Prints Calendar 
for Advertising 


INDIANAPOLIS—The National Re- 
tail Hardware Association has 
again prepared an elaborate ‘“Mer- 
chandise Promotion Calendar” for 
members, in which is outlined an 
entire year’s promotion plan for 
newspaper advertising and win- 
dow displays. 

Some 5,000 hardware dealers 
have used the 1946 calendar, first 
put out by the association here 
as part of its extensive services for 


members. The calendar constitutes 
the planning guide for the group’s 
three-point merchandising pro- 
gram. A newspaper mat service 
and weekly window display serv- 
ice tying in with the calendar are 
provided for $60 a year. 

The calendar carries space for 
the retailer to plan how much to 
spend for promotion each month, 
to gauge promotion expense in 
relation to sales, etc. 

The association also publishes 
Hardware Retailer and an annual 
directory of hardware products and 
manufacturers; ‘provides account- 
ing services; makes an annual sur- 
vey of hardware retailers’ oper- 


ating costs; prepares various bul- 
letins on store fixtures, lighting, 
etc., and performs other services. 


Speedway Blades Names 


International Safety Razor Cor- 
poration, Bloomfield, N. J., has 
appointed Badger and Browning & 
Hersey, New York, to handle ad- 
vertising on Speedway razor 
blades. Newspapers and spot radio 
will be used. 


Appoints Quick 

James H. Quick has been ap- 
pointed assistant to the advertising 
and sales promotion manager of 
General Petroleum Corporation, 
San Francisco. 


Advertising Age, December 16, 194¢ 


| Appoints Inglis Company 
| The Nineteen Hundred Corpo- 
‘ration, St. Joseph, Mich., has 
| granted exclusive rights to manu- 
|facture and distribute in Canada 
|its complete line of automatic and 
wringer type washers, automatic 
‘driers and ironers to the John 
|Inglis Company, Toronto. The In- 
iglis Company has also. been 
granted extensive export manu- 
facturing and sales rights. 


Canada AMA Elects 


G. Walter Brown, vice-president 
of Bristol-Myers Company of 
Canada, has been elected president 
of the new Montreal chapter of the 
American Marketing Association. 


cA 


No single publication can hope to do 
a thorough job of giving the specialized buyer 


| The National in 
[ Brinioe fhezazue 
of Me China, Kaw . i sly 


Snedastey 


The home furnishings field 
cannot be considered a single market. 
It is several markets... 
each with its own distinct merchandising 
and selling problems. 


Thee J! / Cle cal, 


is devoted 


wares, and 


exclusively 


the information he needs; nor can it 


offer the advertiser an efficient, economical 
medium of approach to the specific buyer. 


readership for direct, efficient advertising. 


The Haire specialized formula 
meets this need with four distinct publications 
for the home field — each one a specialist | 

in a single phase of this vast market. 


And for the advertiser, 
each one delivers a concentrated, selected, responsive 


SERVICES 
TO THE 


FURNISHINGS 


HOME FURNISHINGS—(since 1901) 


furniture, bedding, floor and wall 
coverings, drapery and upholstery 
fabrics, lamps, radios, accessories. 
It is the specialist in this phase of 
home furnishings. 


HOUSE FURNISHING 
(since 1892) concentrates on house- 


it is, therefore, the No. 1 advertis- 
ing medium in the specialized 
housewares and appliance market. 
Carries more advertising than any 
other publication in this field. 


CROCKERY AND GLASS JOURNAL— 
(since 1874) the specialized mer- 
chandising authority on china, glass 
and giftwares. In advertising vol- 
ume it carries more china and 
glassware business than all the 
competing papers combined. 


LINENS AND DOMESTICS — (since 
1926) the only publication devoted 


blanket, bedspread, sheets and 
towel markets. It is ‘‘must’’ reading 
for the buyers in this field, and a 
“must” for 
sell them. : 
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End of Embargo 
Lets Ward Hit 
Billion Mark 


Cuicaco—Mail order house offi- 
cials here told AA last week that 
the brief freight embargo and lim- 
itation of parcel post shipments 
probably had no adverse effect on 
the month’s sales. They said they 
have no way of learning whether 
any sales were diverted to other 
companies during the previous 
week. 

The embargo became effective 
at midnight Thursday, Dec. 5, on 
the eve of the year’s crest of ac- 
tivity in the mail order business. 
Had it not ended two days later, 
it would have cut shipments 25% 
or more. As it is, the four large 
companies with headquarters here 
will all achieve expected record 
sales for the Christmas period. 


All to Hit Records 


Among them, Montgomery Ward 
& Co. probably will hit the bil- 
lion-dollar sales mark for the first 
time in its history. Sears, Roebuck 
& Co., which attained that mark 
for the first time last year, prob- 
ably will be able to report more 
than $1.6 billion sales in its stores 
and mail order business for the 
year. Both Sears and Ward fiscal 
years end Feb. 1. 

Spiegel, Inc., this year will reach 
the $100,000,000 mark for the first 
time. Its sales will probably total 
about $110,000,000, a large part 
of which is business accounted for 
by its 160-odd stores. Aldens sales 
are expected to total $68,000,000. 


ALDENS PRINTS BOOK 


Cuicaco—Aldens, Inc., has pub- 


lished an_ illustrated, two-color 
booklet titled “On the Personal 
Side,” containing 25 maxims of 


better grooming for office girls and 
retail clerks. 

The mail order house’s training 
department prepared the book to 
point out importance of cleanli- 
ness, courtesy, an even temper, 
etc. Copies may be obtained free 
on request to Dorothy Proesch, 
training coordinator. 


Kellogg to ‘Test’ 
Two Network Shows 


Kellogg Company, Battle Creek, 
Mich., will drop “Kellogg Home 
Edition” on the ABC network and 
substitute, starting Dec. 30, a split- 
network test of two new programs 
for an indefinite period. 

Galen Drake, radio storyteller- 
philosopher who did a book pro- 
gram on ABC for William Wise & 
Co., will be sponsored by Kellogg 
on ABC’s western outlets; at the 
same time a new drama series, 
“Hollywood Story,” will be aired 
on eastern ABC stations. The pro- 
gram will be heard Mondays 
through Fridays, 11:30-11:45 a.m., 
EST. Agency is Kenyon & Eck- 
hardat. 


NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
type, to select from, each 
packed In a compact, refill- 
able leatherette case. 


New 24-Page Type 
Catalog FREE! 
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"Scatter-Budget Advertising” has never fer orl ced the best results . . . nor 


has scatter-reading ever given lasting benefit to the reader. 


Q”>- * 9 
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That's why ... 


Few men in the oil industry try to read 27 oil papers. . . 
why MOST men in the oil industry CONCENTRATE their 


reading in The Journal. 


That's why... 


Few advertisers to the oil industry try to use 27 oil 
papers ... why MOST advertisers CONCENTRATE®™ on 


The Journal for maximum results. 


EXPERIENCE PROVES—IT PAYS TO CONCENTRATE! 


PUBLICATION OFFICE: TULSA 3, OKLAHOMA ® OFFICES: NEW 


A series designed to 
help oil men get 
more from their 
valuable reading time 
. . - and advertisers 
a greater return from 
their investment. 
This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 


*The Journal carried 
almost twice as many 
pages of advertising 
last year as any other 
oil paper. 


a az), 
ms 


a 


946 “i ae 
oo” ane oO eames ee aa 
Pe ee te ee m7 Meee 
ae Ee Rie 5 ie *: cae 
ae CF ete ta ES - Br, ae ae sh —— os ™ ae 
eg eens 3 be See, i ae sg a a ht ss oN =. . ; 
pe ee ge ele i a - 
hat EEE ger ae as ae ee ae eee , ir 
SF ay gee ee eg ane y $ Prk. & vig SS , : ss a i 
im- 2 ae Mie OA pres be, Se Fae ‘us! en Ss its ¢~v S Us; iy 
nts mee eX Wak RS oN ih . KS Vs a 
: - a, dl ee, Nia eee) \ a N Bs 
“oe oe mea N Bs raha 4 ; te aaa Ay Sy Pe 
ey : i ~ ie a fig? % Fs Sig > ‘ Se 
Aer ON gk gc. oe io a ge ¥ Ero ~ 4 A f. ' a aN “ae be * = > ee iene sed 
her ag Bie ie ; fea: + ee og A” ae ili i> i <= V2 bes a . § U a 
ious f cad ha $ 4 . ca t% + a ; 5 4 is Jf ‘ a. 7 = s : f 4 is »: yw ay =: 
eerie By ges oe Bremer eS {aa \ ee a a 
= ee: F ayy £ ee | cs Be Be} 4+ <a es ha oo Pe yt fos 4 a : bs 
tive Beye $2 2% ” Pi eS ow RN 4 = a i >» a 
ome COG OR FR Si, =. — : Ri 
ac- oye xe em ae la 4 ae A ‘ es . dts ont ' 
See. "43 ae | eee CO: ee | oer g 4 m ; ' Pr \ ; 
ESS, ee S| eee ee: fs Seg i. ae SY Cad x ‘ ‘ee Z ‘ 
iter i eR Se — SS “a0 m™ 3 
ed Ree 9g a Fee +. Ct 4A5 | a Serr 
) ¥/ +n Bete - . “d ‘ a Be. pe “ z z  £ As 3 AAS | . ? ‘ 
ree  » «Se SG ae N li \ ee a : 
; YM c peg see aa ee ’ pe ge 4 Pe deli VATE 
1ere " sth ae PO es “ . AS — a, Y ri 
OS en MOBS 5, ea 8 4) ' : be 
ord a ae 3 3 ey : i 
b ; pa ui 3 a. % +e Ps : ad ao . _— PKs < “ f aS “ “8 , fae , 3 = hi 
; —  . eae eS Sf OF eer ee | a de agate 
ge <7 eer Of Le 4 “@ Py by ae 
a 0 ES “ee: ca — 
ray ill a laa 7a o i : a 
- ee eo ata a aoe if hc 
first ¥ =a Ee : ' Ein Bee j fa ? ™ a ayn » + e n , “es ie , ‘/ Bay 
yuck eer: A yo a en Eve , se , ; ae.” b; hse 2g } 7 gr: a ss E oe 
sil a, ; hn ee” ~ Se > .. Beer : 
lark r Ee ee in i . ee a : ex: 
a ve hint ; = 
rob- os ee ye cea P i a a a IM i ‘Np % . =) 
nore Bae? ory a a Sy ae ses oe . . Bete i. 
: SE, . a ss 
ores ¥ Oe jeg ali a avn 
ener : il dl dias ae 
| the oe ae Sf Ree eee oe — 
iseal “~veallee ae Dae See ‘eis a “. / 
= QS 
each <Z 
first : 
total i Ss = er 
part Sa i ong 
l for . oe ie 
sales if S| 
wal “oe 4 
+ 4 = 
pub- rf oe 
olor Pog 
onal ig 
s of : 
+ mee. 
— eee 
k to Bie 
. all oe aie 
aS 
Yper, os “ 
free ss cia 
esch, : 
a ae 
eee SE iano : 
,  —o see | 4 % Pipes ise: = 
L  _ no a eo A #. ae ere 
—_———— ¢ EP af: iE Ba oy Dea — e ~— 
a Ce. 7 meme ‘an ) ) : es: 
A ie a ae eM Fe ie j 
7 ’ “tay, EF 7 a "Sty oe =e ae ot ‘ ; é a 4 
3 . “Sta, 2: @~ es (i 
| ee Sn, —S~ fo cae 
. "Te al = 2 
DB ~ a st 7 
is * wy os a ; a 
ie 3. i: sic" - 
E ey _ 
| a ao 8 > » bees . a 
-— 3 mS ae BS » , Ba) 
1? i é st 
: Se meee 2? By 
: . fe See 
a] : : $ * 
‘ie | | i bar 
; ee Gan 4 ae 
: ee am VY  \ ; 
Ow TH —— : <a ow tt r | 
E = Nae L a 
| OscRiv© “4 
i ~~ ail 
— y Suz LA Z 
LINOIS SS tA 
nn YORK, Ss 7 PITTSBURGH, CHICAGO, LOS ANCELES, HOUSTON, ENCLAND, CANADA 
— ~ 
ky a I ‘ 4 a : : , : s : ‘ > E +. “a m bin ; ‘ Fi 4 ‘ i 


Greatest demonstration of 
acceptance and sales power 
is TRUE, The Man’s Magazine itself. Selling a 
million copies each issue, TRUE leads the man’s 
magazine field. 


ee MK / The typical TRUE reader 
_———" is the retail merchants’ 
las aadlng volume market. He’s 
"rich" with an income 
close to $5,000 (almost double national average. ) 
He spends because he has a wife, two youngsters, a 
very nice home — plus a car and a hobby. He is 
active, ambitious and —- in short — up and coming. 
There are a million of these men who buy TRUE, 
The Man’s Magazine —- their magazine — every month. 


3 Every issue of TRUE, The Man’s Magazine, contains 
great editorial features written by men for men — 
and encouraging men in their sports and hobbies. 
Everything men go for — and spend money on — from 
guns to golf, clothes to cameras — as well as 
their favorite reading, packs the pages of 
TRUE and leads men into the columns of 
national advertising. * 
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4 PLUS the special editorial feature in each issue — 
the 4—color, 4—page "The Double Life of Mr. Hobby." 
On the front pages, Mr. Hobby, appropriately 
dressed, is indulging in his favorite hobby or sport. 
On the back pages, he’s in a typical situation follow- 
ing it up — at home or out to dinner. 


The smartest merchants in the country -— 83 of © 
them coast to coast — have contracted 
with TRUE to capitalize on Mr. Hobby each month by 
using TRUE’s great sales—pushing kit which includes 
newspaper mats, window display backgrounds, display 
reprints, storewide tie-in plans and booklet 
reprints to give away. 

This kit of merchandising helps, issued and used 
every month, adds a great and continuous selling 
power to the momentum established by national 
advertising. The TRUE reader’s interest is aroused 
at home by the appeal of national advertising. But his 
attention is galvanized at the point of sale by TRUE’s 
merchandising kit. No wonder stores are glad to use it —- 


| O2Z COMPANY 
_agf 


_— 


and at their own expense. a 
a ee CEIRCULATION is provided by these great — 
stores which have willingly contracted to con- a 
ca duct regular promotions of TRUE-advertised it 
_ — products each month, publishing at their own expense ay 
ae dominant local newspaper advertising and providing = 


dominant window and store displays — all on themes 
and with materials from TRUE’s monthly merchandising 
program. 


You should take advantage of these TRUE facts: 1. - 
a million men buy TRUE each month and many more read 
it -- and 2. - merchants use TRUE’s selling power 
voluntarily and aggressively both to call nationally 
advertised goods to men’s minds and to sell them 
right there in the stores. Advertise your product in 7 
TRUE and harness this power for yourself. : 


1K } t mans 1 erazine, SAY 
nd TRUE, the n Magazine 


DOUBLE up ON 
STYLE and COMFORT 


See These Heeh: & + Men's Fashion 
and Comfort 


Ail Double-Headers © Styx 


or Akron, Ohio—Lang’s Lincoin, Neb.—Ben Simon & Sons 
FE meng gent Albany, N. Y.—McManus & Riley Little Rock, Ark.—The M. M. Cohn Co. 
cae wae ont om ee ia Allentown, Pa.—Koch Brothers Louisville, Ky.—Rodes-Rapier Co. 
Se per anne nig ee Atlanta, Ga.—George Muse Clothing Co. Memphis, Tenn.—Phil A. Halle 
ee nea eee Atlantic City, N. J.—M. E. Blatt Milwaukee, Wis.—Boston Store 
Se cmareer emeenee Pn” aawee Baltimore, Md.—isaac Hamburger & Sons Minneapolis, Minn.— Juster Bros. 
a nel nent ey Beaumont, Texas—Kyle’s Nashville, Tenn.— Joseph Frank & Sons, inc. 
ee nih oe PRON et Berkeley, Calif.—Moore’s New Orleans, La.—Maison Blanche Co. 
ee oon nee Birmingham, Ala.—Pizitz Oakland, Calif.—Moore's 
a annem enh eres a Boston, Mass.— Jordan Marsh Co. Oklahoma City, Okia.—John A. Brown Co. 
a ae eS Bridgeport, Conn.—Howland’s Omaha, Neb.—Nebraska Clothing Co. 
a Buffalo, N. Y.—The Kieinhans Co. Peoria, iti.—The Schradzki Co. 
saunbeinnpecne nen OOOO Canton, Ohio—Walkers Philadelphia, Pa.—The Arrow Store 
ceed On. 00 Oe en wo Cedar Rapids, lowa—The Killian Co. Phoenix, Ariz.—Vic Hi: Co 
; eae Champaign, li.—Overgard’s Pi , Pa.--Hughes & Hatcher 
: pe glee Reading, Pas Groh eee 
ta enn.—Miller " 
Chicago, Ili.—Carson, Pirie, Scott & Co. Reno, Nev.—Grey Reid Wright Company 
VERSARY YEAR 1 Cincinnati, Ohio—The H. & S. Pogue Co. Richmond, Va.—tresntres’s 
Co. GOLDEN ANNI Cleveland, Ohio—The B. R. Baker Co. Rochester, N. Y.—MNational Clothing Co., inc. 
Tue Hecut ©. Columbus, Ohio—Walkers Rock Island, Il!.—Gorham's 
care {ton vena tee NS Dalias, Texas—Titche-Goettinger San Antonio, Texas—Fomby’s : 
Davenport, lowa—Simon & Landauer San Francisco, Calif.—Moore’s _ 
Dayton, Ohio— Walkers Savannah’, Ga.—Levy's Department Store — 
Des Moines, lowa—Frankel Clothing Co. Scranton, Pa.—Samter Bros. Co. ' iat 
Detroit, Mich.—Crowley-Milner & Co. Seattle, Wash.—Klopfenstein’s aaa 
Durham, N. C.—Van Straaten’s Sioux City, lowa—Weatherwax, inc. See 
El Paso, Texas—Union Clothing Co. South Bend, ind.—Max Adier Co. ee 
Erie, Pa.—P. A. Meyer & Sons St. Joseph, Mo.—The Plymouth Co. 
Flint, Mich.—A. M. Davison Co. St. Louis, Mo.—Famous-Barr Co. @ ‘ 
Pt. Wayne, ind.—Patterson-Fietcher Co. St. Paul, Minn.—The Golden Rule, inc. i) 
Ft. Worth, Texas—Washer Bros. Syracuse, N. Y.—E. W. Edwards & Son s 
Grand Rapids, Mich.—Herpolsheimer Co. Tacoma, Wash.—Klopfenstein’s 
Harrisburg, Pa.—Pomeroy’'s, inc. Tampa, Fla.—Maas Brothers of Florida 
as Hartford, Conn.—Horsfall’s Toledo, Ohio—The 8. R. Baker Co. 


ag N. J.—Swern & Co. 


indianapolis, ind.—L. Strauss & Co., inc., The Man's Store 
Jacksonville, Fia.—Levy's, Inc. ulsa, Okla.—Brown-Dunkin 
# Jamestown, N. Y.—The Printz Co., Inc. Washington, D. C.—The Hecht Co. 
. F Kansas City, Mo.—Palace Clothing Co. White Plains, N. Y.—Sherman’s 
Knoxville, Tenn.—S. H. George & Sons Wilkes-Barre, Pa.—Fowler, Dick & Walker 
Lansing, Mich.—J. W. Knapp Co. Youngstown, Ohio—The G. M. McKelvey Co. 
a. Lawrence, Mass.—R. J. Macartney Co. 
Yy Fawcett Publications, Inc. 


s a 
= 1h _ fy 295 Madison Avenue, New York 17, N. Y. ~ 2 
pa ena" World’s Largest Publishers of Monthly Magazines % 
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Advertising 


THE NATIONAL NEWSPAPER 


Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 100 E. OlMo St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bldg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMEBS, O. L. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
Nationol Publishers Association, Advertising Federation of America. 


Age 


MARKETING 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Richard K. Doan, Frances Jameson. 
Chicago: Murray E. Crain, Emily C. Hall, 
Robert Murray, Jr., Charles B. Cunning- 
ham, Jeanne Scharnberg. 


European Editor, Fernand Marteau 
Editorial Production, F, J. Fanning 
Librarian, Elizabeth G. Carlsen 
Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, Charles B. Groomes 
Manager Sales and Service, G. D. Lewis 


Manager Promotion and Research, J. P. 
Dobyns 

New York: T. K. Worthington, G. A. Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 


Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, Edward S. 
Mansfield. 

San Francisco (4): Simpson-Reilly Ltd., 


Russ Bidg., Wm. Blair Smith, Mgr. 


los Angeles (14): Simpson-Reilly itd., 
Garfield Bidg., Walter S. Reilly, Mgr. 


10 cents a copy, $2 @ year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


All Out for Auto Business 


We like the action taken last 
week by Ford Motor Company, in 
doubling the per-car allotment for 
advertising. We like it selfishly, 
because we believe in advertising 
and have a considerable stake in 
the welfare of the advertising in- 
dustry and the size of the over-all 
investment in advertising. 

But what impresses us most 
about the Ford action, and what 
we hope will impress other busi- 
ness men in and out of the auto- 
motive field, is the fact that of- 
ficials of Ford Motor Company 
evidently are convinced that the 
seller’s market is a thing of the 
past. 

Here in the automobile field, 
where there is not the slightest in- 
dication that effective consumer 
demand can be met even during 
1947, a leading manufacturer 
doubles his per-unit advertising 
investment because, presumably, 
he knows that the line of eager 
customers waiting at his factory 
door will some day melt com- 
pletely away, and only hard sell- 
ing and intelligent promotion and 
advertising will lure them back in 
sufficient quantities to keep his fa- 
cilities operating at top speed. 

In other fields, the disappear- 
ance of the seller’s market is much 
more marked. In consumer soft 
goods lines, for example, produc- 
ers and retailers alike have al- 
ready learned that the days when 


anything sells are over. Sales 
have slowed down to the point 
where emptied pipelines have now 
been refilled, and are threatening 
to spill over a bit. Our hunch is 
that, despite record holiday sales 
in retail stores, January will usher 
in a really important volume of 
“after-Christmas sales” for the 
first time since 1940, with fairly 
substantial price reductions in 
many instances. 

Actually, despite recurring in- 
terruptions to the production of 
goods, the economy can now be 
said definitely to have reached a 
point at which the spread between 
demand and supply is narrow 
enough .to induce a more normal 
relationship between buyer and 
seller. 

In simple language, that means 
that customers are beginning to 
get choosy about what they buy 
and how much they pay for it; 
and on the other side of the fence, 
it means that a good many sellers 
who have sold whatever they 
could produce for six long years 
must now, at long last, get back to 
the business of manufacturing 
orders as well as merchandise. 

Ford apparently thinks that it 
must work harder than ever at 
manufacturing orders, even though 
it is still unable to manufacture as 
much merchandise as the buying 


ithe problem is even more acute. 


Justice Will Talk 


In several recent talks and in 
an informal discussion with mem- 
bers of the National Conference of 
Business Paper Editors in Wash- 
ington last week, Attorney General 
Tom Clark has reiterated his de- 
partment’s willingness and eager- 
ness to talk over problems of le- 
gality, particularly in the realm of 
the anti-trust laws, with anyone 
who is interested in talking about 
them. 

We doubt that business and the 


Attorney General will always find 
themselves in accord with regard 
to interpretations of what is and 


what is not legal under the anti- 
trust laws, but we think it can be 
definitely helpful for the Justice 
Department to encourage informal 
discussions with business men on 
debatable points, so that wherever 


possible agreement can be reached 
in advance, and later punitive ac- 
tion eliminated. 

In the talk he prepared for the 
National Association of Manufac- 
turers last week, for example, Mr. 
Clark indicated it as his conviction 
that manufacturers’ control of re- 
tail outlets is a type of bigness in 
business that seems to him some- 
| where near synonymous with bad- 
ness in business. Most business 
men will not agree, but the point 
| is that there are large areas in 
|which Justice and individual busi- 
nesses can agree, and an “open 
door” policy operated by Justice in 
|good faith, so that business men 
can come in and discuss problems 
|arising under the anti-trust laws 
| without exposing themselves to in- 
dignities, should be of real help. 


public wants. For other businesses’ 


“But Mama. 


. « he's advanced very rapidly in his company . . 


—Lichty, Chicago Times 


. already he's 


become chairman of the employes’ grievances committee!" 


Hits the Spot 

When Bryan Houston, executive 
vice-president and sales manager 
of Pepsi-Cola Company, was 
picked to address the Sales Ex- 
ecutives Club of New York, the 
club cartooned its selection in 
honored Pepsi style, as follows: 


"5 SPEAKING AT THE 
twe WERT TVESDAY? 
PEPSI-COLA 


Last Recall 


In the wake of the late James J. 
Walker, many editorial writers 
and columnists found something to 
remember of one of the gay spirits 
of our time. A friend of ours re- 
called, for instance, that Jimmy 
once told the Advertising Federa- 
tion of America in the early ’30s 
that “The man who doesn’t adver- 
tise will remain a secret—even to 
himself.” 


Headline 


On the financial page of the New 
York Times, one of Ad-lib’s scouts 
was delighted to see an advertise- 
ment headlined “No centract—no 


work?” He read on to find it was 
an ad for Rogers & Smith, New 
York agency, which declared “This 
agency has never asked a client 
for a contract. Despite this, we 
still serve five of the seven ac- 
counts with which we started 30 
years ago. And the majority of 
our clients have been with us an 
average of more than 10 years. 
They’re happy. We’re happy. And 
we don’t need contracts to stay 
that way. Like to know why?” 


Swell Idea 


We have never been convinced 
that the custom of giving gifts to 
business acquaintances is a sens- 
ible one. So when we received 
the following card from P. Ballan- 
tine & Sons, Newark brewery, we 
read it appreciatively: 

“We appreciate the spirit behind 
the custom of Christmas gift giv- 
ing. In our opinion, however, this 
practice is an unnecessary item in 
the cost of doing business. 

“We therefore request that no 
gifts be sent to any members of 
our organization, who have been 
instructed to return them should 
this request be disregarded.” 

All this on a Christmas card 
with traditional greetings. 


Jottings 

Gn Dec. 2, one of our finest 
scouts, suffering from a sort of 
amnesia, notified us that Flako 
Products Corporation was on Cod- 
wise Ave., New Brunswick, and 
that the company made codfish 
cakes. We have since been ad- 
vised that the location is correct, 
but the business is wrong. Flako 
makes mixes, e.g., muffin and pop- 
over mix, and has no commercial 
truck with the finny tribe. . . 

Electromatic Mfg. Corporation 
put out a unique sales aid, a rec- 
ord which transcribed the playing 
of Grieg’s piano concerto, along 
with a sales talk by Andre Ba- 
ruch, .. 

The March of Time’s latest film 
is titled “The American Cop,” and 
MOT says the average patrolman 
is a “carefully trained, intelligent 
specialist.” .. 

In the financial section of the 
New York Times was a new ad- 
vertisement for “Our Lady of Vic- 
tory Church—a war memorial in 
the financial district—Your con- 
contribution earnestly solicited for 
the building fund” signed by 
Pflugfelder, Bampton & Rust... . 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTIsIN; 
AcE, 100 E. Ohio St., Chicago 1]. 
Ill. 


No. 2730. Idea-Planned to Sell 
the Homers. 

Household families, designated 
as “the Homers,” are introduced 
in this folder, which tells abou 
their home ownership, home-liy- 
ing, gardening, housekeeping 
methods and other details. The 
illustrated pages show how House- 
hold plans its editorial features for 
maximum interest. 


No. 2731. WNAX—1945-1946. 
Station WNAX, Yankton, S. D. 
made identical listener diary 
studies for comparable weeks of 
1945 and 1946, both covering the 
same 80-county area and using the 
same sample size. This report, 
issued by The Katz Agency, pro- 
vides a comparison of wartime 
and postwar listening and the ef- 
fect of the change of networks 
made between the two studies 


No. 2732. Sales Routes, South 
Bend, Ind., Including Misha- 
waka. 

The South Bend Tribune has is- 
sued this route list, which contains 
17 routes covering South Bend 
retail grocers, six routes for Mish- 
awaka, Ind., and names and ac- 
dresses of chains, wholesale groc- 
ers, pharmacies, hardware dealer: 
and others. 


No. 2733. A Billion in Building. 

This market study, issued by 
Western Building, reports that 
over $1 billion worth of building 
permits were issued in the 11 far 
western states, Alaska, Hawaii and 
British Columbia in the 12 months 
following the end of the war. The 
booklet points out regional differ- 
ences between the western and 
eastern building markets, ani 
tabulates 24 lines of products 
handled by western retail lumber 
and building material dealer: 
with the number of dealers in the 
region handling each type of prod- 
uct. 


No. 2726. Is the American Dini 
Room Doomed? 

Believing that the dining room 
is passing out of the architectural 
picture, Crockery & Glass Journal, 
a Haire publication, has launched 
a campaign to defend the dining 
room as a wholesome factor 0 
American family life. This book- 
let is a reprint of a special section 
of the publication containin: 
articles on the subject. 


No. 2691. Seven Surveys. 
Business Week has issued 1 
folder, which reports the results 
of seven independent survey 
made to determine the regula! 
reading habits of managemen 
men. The surveys were conducted 
in 1944, 1945 and 1946. 


No. 2717. Advertising Builds Co’ 
sumer Acceptance for a Prod 
uct. 

In this folder, House Beauti'u 
holds that “all consumer marke! 
do not represent equal opportu: 
ties for any given market.” “Log 
ical markets,” the booklet s: | 
“are made up of people who ha’ 
the capacity for making full use 0 
the product and who have ‘5¢ 
money with which to buy ‘. 
Charts indicate who has ‘0% 
money, where savings are concen 
trated, and how House Beauti/ 
readers stack up as a market. 
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i Globe-Democrat advertisers 


SCT 


ra 


pro- Coffee | ; =S 
Lars Instant Coffee | = 


e ef- me Vf 


‘T 


ve 

ahh 

nal get a s§ ¢ of 7 r  L bs 

" Package Laundry Soap | — | GRO * BR DEPT. 

Sell Bar Laundry Soap | es ——_-—- = ee 

! Cake Flour ; , ileal + al we] r | 

ated ‘i 

ced Dehydrated Soup 

se Chili Con Carne fas J | 

ping Cleansers | ZA be = | 4 
The —— = a 
use- Water Softeners S = : 
- Bleaches = | coal 
, All Purpose Flour | f= =e 
x D = =\ 
tee Pancake Flour ’ {= 5 \ == = | 
Sof Prepared Flour Mixes = 5 == 
+ the —_ 
z the Toilet Soap = — 
port, — 


ae Dry Dog Food (= 
| Ready-to-Eat Cereals | 
Hot Cereals 

Shortening 

| Margarine—Butter—Lard 
Evaporated Milk = 
Peanut Butter 
Baby Food =~ = 


Baby Cereal Food | ¥ — —" j 


 Catsup and Chili Sauce 


ilding Canned Soup | | 
11 far +4 + = 4 | | } } tJ 
ii and Desserts = eS oe ee | | | 


TE | 
Spiced Luncheon Meat ball VA 1 | | | 


: 
vit 
S 


| 
il Le 
ih 
> 
MT | = 
1 ! 
IN 
errr 
[| TI 


7 


In St. Louis, GLOBE-DEMOCRAT advertisers always know --- and did youginow that more than ie: the 
the score in the grocery-store market. As a plus service to St. Louis M@rket is outside the City Limits ? 


its advertisers, the GLOBE-DEMOCRAT tabulates the month- That means youfreally have to “‘get around” in the St. Louis area. 


ly sales and inventories of 4.50 products in 27 grocery store And you can. Just come along in the St. Louis Globe-Democrat .. . 


classifications. it’s the city’s only daily that even claims to cover successfully the 


surrounding area...87 rich counties in Eastern Missouri and 


This black-and-white report clearly shows who’s leading the Southern Illinois. 


2 Pri] league in price, packaging, merchandising and advertising. 


eauti' u oe ot aory, 
i St. Lonis Globe-Democrat 
— Whether your grocery product is a veteran or a rookie, a Ou 3a en 3 


ho hey? GLOBE-DEMOCRAT advertising and this remarkable 


a 
| 


uy |} GLOBE-DEMOCRAT audit can help raise your batting aver- i 


eauti’ ge. Why not write for complete information? 
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Direct Sales by Mail from din 


If it weren’t true, it would sound unbelievable ...the returns frofe sir 
SPORTS AFIELD . . . by WILSON SPORTS EQUIPMENT COMPAN#tlanc 

20,000 responses have been received to date. More than 90% gese v 
exceeded $100. Total sales from this ONE advertisement have reachae PH 

Frankly, gentlemen, this avalanche of business seems fantastic... bife sale 
history” as evidence of the unmatched acceptance active sportsm@ve ac 
with its guaranteed A.B.C. circulation of 700,000*. IMPC 


quent 


TO SELL SPORTSMEN, USE THE WORLD {0. 
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$ingle Page Ad in Sports Afield 


frofe single black and white page in the September, 1946 issue of 
ANttland, Vermont. | 

)% fese were actual CASH with ORDER. No order less than $8.95... many 
ichele PHENOMENAL TOTAL OF $380,000 ... with orders still coming in! 
.. bile sales and cash are there to prove it! SPORTS AFIELD offers this “case 
sm@ve accorded the modern, alert editorial technique of SPORTS AFIELD, 


IMPORTANT NOTICE! Increased rates do not become effective until February |, 1947. Conse- 
quently, all orders received prior to that time will be protected through the September 1947 Issue. 


D¥0. 1 SPORTSMEN’S MAGAZINE! 


*Effective March Issue 1947 
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| De Liles 


Your Entrance to the |; 
$4 Billion Medical Market | 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 
drugs, foods, clothing, etc. Ob- 


Reaches Every Doctor 


™ MODE 


ae * 


viously, the doctor - 
specifies those prod- 
ucts with which he *™ 
is most familiar. This familariity 
comes to him through MODERN 
MEDICINE. 


... Every Month 


NE 4 


ea ae 


Keystone Boosts Budget 


Keystone Varnish Company, 
| Brooklyn, will increase its adver- 
|tising budget “substantially” dur- 
‘ing 1947 to cope with a “market 
ithat has returned to a competi- 
|tive basis.’ The new schedule 
‘calls for increased consumer ad- 
| vertising in home magazines and 
radio, and will add farm programs 


* |over New York Stations WJZ and 


| WOR beginning in March. News- 
papers with national circulations 
|and business papers will also be 
/used. The Blackstone Company, 
New York, handles the account. 


Bilco Names Agency 

Bileco Company, New Haven, 
Conn., manufacturer of copper- 
steel cellar doors, has appointed 
Wilson, Haight & Welch, Hartford 
and New York, to direct its adver- 
tising. 


Advertising Age, December 16, 14 


Prints Largest Issue 


The Chicago Tribune on Dec. 1 
printed the largest issue in its 99- 
year history. The Sunday paper 
carried more than 1,300 columns 
of advertising in most editions. To 
ease production of the issue, ad- 
vertisers were asked to submit 
their copy 24 hours in advance of 
normal Tribune deadlines. 


Joins ‘House Beautiful’ 


Cort N. Palmer has resigned 
from the creative staff of Peck 
Advertising Agency, New York, to 
join House Beautiful as sales pro- 
motion director. 


Chinchilla Co. to Ellis 

Ellis Advertising Company, Buf- 
falo, has been appointed to handle 
the advertising of New York Chin- 
|chilla Company, Buffalo. 


“The Sun is my personal choice 
because of its specialized articles” 


Authorities in the fields of history, arts and crafts and philately, give their hearty 


approval of The Sun as a reliable and comprehensive source of specialized and general information. Their 


opinions and the acceptance of many different groups of professional and business leaders verifies the 


findings of the L. M. Clark organization, whose independent research rates The Sun “one of America's 


best read metropolitan dailies.” 


you want.” 


KURT M. SEMON, Publisher 


“American Collector” 


“There isn’t a newspaper in the United States doing a 
better job on antiques than The New York Sun. Every- 
body interested in the development of American Arts 
and Crafts will be eager to read the Friday edition of 
The Sun with its outstanding page on antiques.” 


. 4 . 


— 


ROBERT W. J. VAIL, Director 
The New York Historical Society : 
“The Sun is my personal choice because of its special- 
ized articles, its remarkably complete news coverage and 
its sound editorials—and it’s so handsomely printed and 
well laid out that it’s easy to find whatever information 


eign countries are exce 
about local activities in that field.” 


HANS ZERVAS, President 
Collector's Club 

“Every Friday I turn to your philatelic page first — it 

is outstanding, very ‘newsy’, gives full, intelligent and 

true information. Your mange connections with for- 

lent and so are your reports 


The sietubin Sun 


NEW YORK 


Represented In Chicago, 
Lawrence & Cresmer Company; in 


Angeles by Williams, 


Detroit, San Francisco and Los 


Boston, Tilton S. Bell. 


Urges ‘Marriage’ 


of Hard Selling, 
Readership Units 


CINCINNATI—It’s possible io 
“marry” a strong selling ad mes- 
sage to a proven readership tech- 
nique and produce a “golden ave 
of advertising,” William D. Tyler. 
copy chief of Doherty, Clifford 
Shenfield, New York, recently told 
the Advertisers’ Club of Cincin- 
nati. 

The so-called hard-selling 
school, said Mr. Tyler, reached it: 
peak in the ’20s, while the high- 
readership school of advertising 
thought attained its full growth 
in the ’30s. “What is odd, it 
seems to me, is that the disciples 
of the two schools can’t get to- 
gether, instead of hooting at one 
another,” he said, “because, as ; 
matter of fact, each side has plenty 
to learn from the rival camp. . .” 

“Do you have to be indirect to 
get readers?” he asked. “Do you 
have to pound on the table to get 
sales? Can’t you marry a strong 
selling message to a proven read- 
ership technique? Can’t you keep 
from being dull at the same time 
that you keep every word of the 
copy hard at work selling the 
product? 

“T think you can... As I see 
it, the hard-selling approach 
the thoroughly masculine one. 
Completely unsubtle and brutally 
|direct, it’s the rampant male of 
}our profession. Conversely, the 
/high-readership school is the fem- 
| inine, intuitive, sensitive, more in- 
directly persuasive approach. 
Who’s to say that one or the other 
is the right way? Both sexes have 
enjoyed considerable success in 
the human race. It’s been the 
same with advertising. 

“What I think is going to hap- 
pen is a marriage between these 
|'two great schools of advertising 
| thought, a pooling of their re- 
/sources to form a third copy era 
greater than any that has gone 
| before.” 


| Ungar Joins WPIK 


Henry Z. Ungar, formerly 
| athe sales at Station WKBN 
O., has been ap- 


| Youngstown, 
| pointed sales manager of Statio: 
|WPIK, Alexandria, Va. For the 

past two months he has been act- 
jing in an advisory capacity as 
|radio sales specialist for new sta- 
| tions in New England. 


| Adwomen Plan Meeting 


The midwestern inter-city con- 
|ference of women’s advertising 
|'clubs will be held in St. Louis 


Jan, 11-12 at the Chase Hotel. 


1BE RIGHT! 
When You Speak 


| When You Write 
with these books by _ 


JOHN BAKER OPDYCKE 


‘ 


SAY WHAT YOU MEAN 


Everyman's guide to correct dic- 
tion and grammar. “A 700-page 
searchlight into error.”’ — The 
Philadelphia Record $3.75 


GET IT RIGHT! 


An all-embracing treasury of cor- 

rect English usage. ‘‘No, you can- 

not borrow it!" —Detroit Times 
692 pages. $3,75 


TAKE A LETTER, PLEASE 


A key-manua! that will help you 
get personality, conviction, and 
sparkle into your letters. “Covers 
the entire subject with amazing 
exhaustiveness."—The New York 
Times 489 pages. $2.75 


DON’T SAY IT 


A 20,000-term handbook on spell- 
ing, pronunciation, usage, 

aoeee an invaluable ency- 

everyday speech.” 

eweweek 850 pages. $3.75 


FUNK & WAGNALLS CO., W. Y. 18 
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THESE MEDIA DID NOT OVERLOOK 


FILING REFERENCE DATA 


Aberdeen American-News 
Akron Beacon Journal 

Amarillo Globe-News 

American Press Association 
Arizona Farmer 

Arkansas Democrat, Little Rock 
Augusta Herald 


Austin American and Statesman 


Baptist Standard 


Baton Rouge State Times-Morning Advocate 


Boston Globe 

Boston Herald-Traveler 
Boston Post 

Boston Record-American 
Brooklyn Eagle 


California Eagle, Los Angeles 
Cedar Rapids Gazette 
Charlotte News 

Chicago Bee 

Chicago Sun 

Chicago Tribune 

Cincinnati Enquirer 

Cleveland Call and Post 
Columbus Dispatch 


Columbus (Ga.) Ledger & Enquirer 


Congratulations 


Cream City Outdoor Advertising Co, 


Dallas Times-Herald 


Des Moines Register and Tribune 


Detroit Free Press 
Detroit News 
Detroit Times 


Elizabeth Daily Journal 
Esquire 


Fall River Herald News 
Flying Age 

Foreign Service 

Ft. Smith Times Record 
Fort Worth Star-Telegram 
Free & Peters, Inc. 
Fresno Bee 


General Outdoor Advertising Co. 


Akron, Ohio 
Asheville, N. C. 
Atlanta, Ga. 
Bingbemton, N. Y. 
Brook  * 
Cedar Raplds, lowa 
Chicago 
Davenport, lowa 
Dayton, Ohio 
Decatur, Ill. 
Denver, Colo. 
Duluth, Minn. 
Durham, N. C. 
East St. Louis, Tl. 
Harrisburg, Pa. 
Hartford, Conn. 
Indianapolis, Ind. 
Kansas City, Kansas 
yg | City, Mo. 
Long Island District, N. Y. 
Louisville, Ky 
Manhattan & ‘Bronx, | a 
Memphis, Tenn 
Minneapolis, Minn. 
Nashville, Tenn 
New Orleans, La. 
Oklahoma City, Okla, 
Omaha, Nebr. 
Philadelphia, A io 
Raleigh, 
Richmond, va. 
Roanoke, Va. 
St. Louis, Mo. 
St. Paul, Minn. 
Sioux City, Towa 
South Bend, Ind. 
Utica, N 
w ashington, D.. C, 
Winston-Salem, N. C, 
Youngstown, Ohio 
Green Bay Press-Gazette 


Hlospital Management 
Houston Chronicle 
Huron Huronite 


Indianapolis News 
Institutions 


KANS, Wichita Kansas 
Kansas City Call 

KARK, Little Rock, Ark. 
KCKN, Kansas ae, Mo. 
KDYL, Salt Lake City, Utab 
Kelly-Smith Company 
KFAB, Lineoln, Nebraska 
KFBI, Wichita, Kansas 
KVIZ, Fort Worth, Texas 
KIRO, Seattle. Wash. 
KMA, Shenandoah, Iowa 
KMBC, Kansas City, Mo. 
KNOW, Austin, Texas 
KOMA, Oklahoma City, Okla. 
KOY, Phoenix, Ariz 

KRIS, Corpus Christi, Texas 
KSD, St. Louis, Mo. 

KSO, Des Moines, Iowa 
KSTP, Minneapolis-St. Paul 
KTUL, Tulsa, Okla. 

KVAL, Brownsville, Texas 
KVOO, Tulsa, Okla 

KXEL, Waterloo, Iowa, 
KXOK, St. Louis, Mo. 
KXYZ. Houston, Texas 


Lafayette Journal and Courier 

Lawrence Eagle-Times 

Don Lee Network 

Long Island Daily Press and Star Journal 
Los Angeles Examiner 

Los Angeles Sentinel 

Louisville Courier-Journal 

Louisville Defender 

Lynn Item 


Manchester Union-Leader 
McClatchy Newspapers 
Memphis Commercial Appeal and 


Press-Scimitar 
Miami (Okla.) News-Record 


Michigan Chronicle, Detroit 

Midwest Farm Paper Unit 
Minneapolis Spokesman 

Minneapolis Star-Journal and Tribune 
Modesto Bee 

Moline Dispatch 


Nassau Daily Review-Star 
National Broadcasting Compan 
National Broadcasting Co. 


National Transitads 
B. C. Srot Sales 


New Haven Register 


New York Amsterdam News 
New York Journal-American 


New York Times 
Norfolk Journal and Guide 


Oakland Tribune 
Ogden Standard-Examiner 
Oregonian, The, Portland, Ore. 


hiladelphia Bulletin 

hiladelphia Daily News 
Philadelphia Record 
Pittsburgh Press 


Port Arthur News 


Prairie Farmer 


Providence Journal-Bulletin 


Rapid City Journal 
Rock Island Argus 


Sacramento Bee 

St. Joseph News-Press and Gazette 
St. Louis Star-Times 

San Francisco Examiner 
Schenectady Gazette 

Schenectady U — Star 

Scholastic 

Seattle Post- = 


Secrets 

Sioux Falls Argus-Leader 
Southwest American, Ft. Smith, Ark. 
Southwest Magazine 


Southwest Times Record, Ft. Smith, Ark. 


Staten Island Advance 
Syracuse Herald-Journal 


Temple Daily Telegram 
Texas State Network 


WABY, Albany, N. Y. 
Waco News-Tribune and Times-Herald 
Walther League Messenger 
Washington Post 

Watertown Public Opinion 
WAVE, Louisville, Ky. 
WCAO, Baltimore, Md. 
WCBM, Baltimore, Md. 
WCLO, Janesville, Wis. 
WCSC, Charleston, So. Car. 
WCSH, Portland, Maine 
WDAY, Fargo, No. Dak, 
WDBJ, Roanoke, Va. 
WDRC, Hartford, Conn. 
WELI, New Haven, Conn. 
Western Farm Life 

WFBL, Syracuse, N. Y. 
WFBR, Baltimore, Md. 
WGY, Schenectady, N. Y. 
WHAM, Rochester, N. Y. 
WHBQ, Memphis, Tenn. 
WHO, Des Moines, lowa 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kans. 
Wichita Beacon 

Wichita Eagle 
Winston-Salem Journal- -Sentinel 
WIS. Columbia, So. 
WJEF, Grand Rapids, Mich. 
WKZO, Kalamazoo, Mich, 
WLAW, Lawrence, Mass. 
WLBZ, Bangor, Maine 
WLS, Chicago 

WMAQ, Chicago 

WMBD, Peoria, Tl. 

WMC, Memphis, Tenn 
WMUR, Manchester, N. H. 
WNBF, Binghamton, N. Y 
WOC, Davenport, Iowa 
WOKO, Albany, N. Y. 
WORD, Spartanburg, 8. C. 
WOW, Omaha, Nebr. 
WPRO, Providence, R. I. 
WPTF, Raleigh, No. Car. 
WRDO, Augusta, Maine 
WSIX, Nashville, Tenn. 
WSYR, Syracuse, N. Y 
WTAG, Worcester, Mass. 


Yankee Network, Inc. 
Year Book of Television 
Youngstown Vindicator 


(Ww cetern Division) 


HAT little detail is your condensed media reference filed in The 
Market Data Book adjacent to pertinent data on the market which 


you serve. 


The Market Data Book contains more than 500 pages of text, tables, 
charts, maps and market analyses of local, state, regional, farm and national 
markets. It’s the finger-tip reference, a basic working tool which marketers 
use constantly to pre-evaluate markets, determine potentials, set up basic 


merchandising plans — AND STUDY MEDIA. 


And media ads in The Market Data Book, more than 200 pages of 
them, are studied because they differ from usual media promotion — they 
are factual, packed with bed-rock data designed to give advertisers a clear 
conception of why and how media have the power to influence, capture 


specific markets. 


The Market Data Book reaches over 5,000 national advertisers of con- 
sumer products and services whose ad expenditures exceed $25,000 annu- 


ally, and their advertising agencies. 


With your media reference data filed in The Market Data Book, you 
need have no fear of your basic message being lost or mislaid when these 
§,000 most important advertisers scrutinize the market which you serve — 
and prepare preliminary lists of media to use. 


True, The Market Data Book can’t carry your entire promotion load! 
But the job it does — getting you in on the ground floor when markets are 
being selected, before final media lists are closed — is highly important to 


you. 


Lest you be overlooked, don’t overlook that one little detail — your 
media reference data filed in The Market Data Book. Advertisers who get 
their orders in early will be given priority on position, so don’t delay action. 


Reserve your space now! 


First advertising forms close Feb. 1, 
1947. Publishing Date, April 15, 1947. 
SPACE RATES 
Space Per Page 
ME etek ceed sales $120 
ON ee iin avd eee 0 4s6 ee 
SR ere $160 
BM c.024l0k con cewek «. -$180 
SS Pe sere e Te eT eee $200 
14 page—Horizontal only $110 
14 page—Horizontal only $ 60 
’ 
i 
' . & 
— Se a 
er ® Fs cle 
. x , . ¢* 5 . 


Bleed pages, 10% extra for space and 
color. Color, $50 per page additional 
for standard red or blue. $75 per page 
additional for any other color. ‘Type 
page 7 x 10”, trim size 8 x 11”. Double 
page spread 1534 x 10”. Bleed page 
sizes, 844 x 11%”. Half-page 7” wide 
by +74” deep. Quarter-page 7” wide by 
234” deep. Inserts, single leaf, untrim- 
med, 8144 x 11%", maximum weight 70 
pound basis. Halftone screen recom- 
mended, 110 lines. Inserts published 
space rates. 
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‘Desperate’ Job 
Faces Admen, 
McCarthy Warns 


Cuicaco—American advertising 
and public relations men must 
take the lead in interpreting our 
system of private enterprise and 
its traditional free economy, Dean 
James E, McCarthy of the College 
of Commerce, University of Notre 
Dame, told the Chicago Federated 
Advertising Club Dec. 5. 

Dean McCarthy said these men, 
“who constitute the swordarm of 
American industry, must come to 
the rescue of a situation that is 
extremely desperate. In the days 
immediately ahead you must or- 
ganize industry’s information- 
propaganda service and you must 


NO. 5 IN A SERIES 


Grocery-man Jones 
knows Tommy Johnson 
very well. And 
Tommy’s mother, too. 
He knows we’re in the 
radio business, and 
he says he always 
listens to WTCN. Any= 
way, he tells us 
Tommy’s family eats 
the kinds of bread, 
peanut butter, break=- 
fast foods, tomato 
juice and all the 
other foods they 
hear about on WTCN. 


He says they eat 
potatoes, too, but we 
don’t see why. Nobody 
advertises potatoes 
on WTCN...yet. 


th DOUBLE-DUTY 


STATION 


Serving two-thirds of the 
state's buying power 


rural—urban 


ABC... plus High-listener locals! 


FREE and PETERS 
National Representatives 


become the professional counselors 
and improvers of business policy 
in our country.” 

Management, Dean McCarthy 
charged, “has been derelict in not 
having told a convincing story of 
how industry serves the public in- 
terest.” It is industry’s duty, he 
added, “to root out once and for 
all the suspicion—carefully planted 
and nurtured by un-American 
propagandists—that perhaps, after 
all, free enterprise has run its 
course and should be supplanted 


by some other system.” 

The advertising profession, he 
said, “is, in very large measure, 
custodian of one of the most des- 
perate responsibilities vested in 
any single group in the country 
... other less enlightened men, on 
the management side, by their 
collective inability to appraise 
properly the nature of the plot 
designed to re-orient our tradi- 
tional form of free economy into 
an instrumentality of the state, 
have by this dereliction forfeited, 


ete 
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in certain measure, their right to 
serve as the accredited leaders in 
planning the course of economic 
conduct we shall pursue in the 
period that lies immediately 
ahead.” 


Appoints Pershall 

International Travel Service, 
Chicago, has appointed J. R. Per- 
shall Company as its advertising 
agency. Plans are being formu- 
lated for a newspaper campaign 
in the near future. 


Goodyear Boosts Porter 


Jack D. Porter, on the public 
relations staff of Goodyear Tire % 
Rubber Company, Akron, since 
February, 1946, has been ap- 
pointed manager of airship adver- 
tising. 


Plans Magazine Section 


The Indianapolis Star on Jan. 
12 will begin publishing a Sunday 
magazine section, having tabloid 
make-up and carrying up to 1,000. 
line monotone and color ads. 
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Wisconsin Dailies 
Map ‘47 Campaign 


MILWAUKEE—The Wisconsin 
Daily Newspaper League at its an- 
nual meeting here recently ap- 
proved a united campaign to pro- 
mote the market represented by 
the state’s dailies. Twenty-five pa- 
pers have joined thus far, it was 
announced. Milwaukee dailies are 
not included. 

Bert S. Gittins, Milwaukee 


agency, was appointed to handle 
the drive. 

George W. Gressman, Janesville 
Gazette, was named chairman of 
the campaign steering committee. 
Other members are Elmer C. 
Tryon, Marinette Eagle-Star, and 
Harry R. Le Poidevin, Racine 
Journal-Times. 

Publishers, advertising manag- 
ers and national advertisers will 
be invited to attend a _ special 
spring meeting of the league at 
which completed plans prepared 


by the Gittins agency will be 
shown, Mr. Le Poidevin said. 

Fred G. Sappington, editor, 
Marinette Eagle-Star, was elected 
president, and John D. Clifford, 
publisher, Watertown Times, vice- 
president. W. L. Burgess, La 
Crosse Tribune, was reelected sec- 
retary-treasurer. 


Schweim Moves Offices 

Charles Schweim Company has 
moved its offices to 300 Francis 
Palms building, Detroit 1. 


Elects Stackhouse 


J. L. Stackhouse has 
elected president and treasurer of 
Easton Publishing Company, 
Easton, Pa., publisher of the 
Easton Express. He succeeds the 
late Chester Snyder, who was 
secretary-treasurer, 


ABC Signs 236th 


American Broadcasting Com- 
pany will have 236 affiliates with 
the addition next Jan. 1 of KIFT, 
250 watts, in Idaho Falls, Ida. 


F Expensive 


fun... 


Building an advertising schedule by the amateur horse-player’s “pretty name” 
or hunch system may be fun but... it’s more apt to be futile. And expensive! 


Wise industrial advertisers don’t play hunches... every publication 
on their schedules is selected to do a specific job. 


The careful selection of publications on your advertising schedule for 
1947 is more vitally important to you than ever before. Every advertising 
dollar you invest must produce its full, fair share of sales, product 
acceptance and customer confidence. 


Building a schedule to accomplish that kind of a job means: 


1. Concentrating your effort in the ONE best paper in each of your 


important markets. 


DOUARTERS FOR INOUSTRIAL INFORMATION 
* —— “3 


‘JOUR McGRAW-HILL MAN has a wealth of carefully prepared 
formation to aid you in media selection. For example: the “Handy 


vide" provides detailed information on all fields covered by 


cGraw-Hill publications. 


‘OMPANY, 


eadquarters for Industrial Information 
) West 42nd Street, New York 18, N. Y. 


INC. 


2. Using adequate space to insure that your story is both seen and read. 


One safe schedule-building rule to follow is this: If there is a McGraw-Hill 
publication in your field. ..itis your No. 1 paper. 


an. 


been 


We 


@Pliey go together 


Hempstead Town and the 
Nassau Daily Review-Star 
go together . . . like Christ- 
mas and Santa Claus. 


And the parallel persists in 
the year-round bounty 
Hempstead Town offers 
advertisers . . . higher in- 
come and retail sales per 
capita, higher percentage of 
single family homes and 
owner-occupied dwellings 
than in any New York 
State city of 50,000 popu- 
lation and over* . . . ability 
to buy and actual buying 
that add a holiday plus to 
your everyday potential. 


The parallel persists, too, in 
the Nassau Daily Review- 
Star . . . only newspaper 
concentrating its circulation 
in this prosperous market 
... Whose price of 5¢ a copy 
assures your message an 
audience of preferred 
buyers. 


*Hempstead Town, with 280,000 peo- 
ple, has a net income per capita of 
$1376; retail sales per capita of $798; 
food sales per capita of $279; 79% 
single family homes; 58.8% of its 
occupied dwellings owner-occupied. 


THEY GO 
TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published daily except Sunday, 5e a 
copy @© Hempstead Town, L. I., N. Y. 
e@ Executive Offices: Rockville Centre, 
N. Y. @ National Representatives: 
Lorenzen & Tompson, Ine. @e New 
York, Chicago, St. Louis, San Fran- 
cisco, Los Angeles, Detroit, Cincinnati, 
Kansas City, Atlanta. 
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20 
ceutical specialties, has placed its 
Thompson Names Jones advertising with Dana Jones Com- 
Marvin R. Thompson, Inc.,| pany, Chicago. Medical journals 


Stamford, Conn., ethical pharma-| and direct mail will be used. 


Advertising Rate Increase 


Substantial increases in printing, pap:r and pay- 
roll costs have made it advisable for FINANCIAL 
WORLD to increase its advertising rates for the 
first time since 1937. Effective January 1, 1947, 
the agate line rate will be advanced to $1.30, as 
compared with the past rate of $1.10, an increase 
of 18 per cent. During the interim net paid ABC 
circulation has expanded 49 per cent—to 43,222 - 
subscribers—the largest of any financial weekly ] 


CIRCULATION 
| | 


RECORD OF PROGRESS 


| TREND OF CIRCULATION 
CRUAION AND ADVERTISING — “nat | 
| r 43,222 | 


NEW ADVERTISING RATES: 
(Transient) « 


1 Page .. $540 2/3 Page $360 
\% Page . 270 1/3 Page 180 
\%,- Page . 135 1/6 Page 90 2» eo 


All Advertising Contracts Will Be Renewed 
at the Old Rate, lf Filed Before Dec. 31, 1946 


New rate card on request 10 


“ FINANCIAL WORLD 


& 86 Trinity Ploce New York 6, N. Y. 


| 


| 
| 
| 
| 
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Nationwide Ads, 
Marketing Keys 
fo Lustron Plan 


Homemaker Prepares 
for $10,000,000 Sales 
While Agencies Scrap 


By HAL BURNETT 


Cuicaco—Behind the smoke 
screen of the month-old Lustron- 
Tucker controversy lies a market- 
ing story of major interest. 

Put aside, for the moment, the 
Washington squabble between 
former Housing Expediter Wyatt 
and RFC Director Allen, and you 
come face-to-face with these chal- 
lenging facts: 

1. Lustron Corporation seems 
to have achieved the goal which 
has eluded most other developers 
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of prefabricated or factory-built 
|housing. The Chicago firm has 
| successfully developed a practical 
/and livable home, which can be 
|mass-produced on factory § as- 
sembly lines, distributed nation- 
ally, and sold at a price that makes 
it a long-run serious competitor 
of traditional housing. 

2. Lustron executives have de- 
|veloped a sound marketing pro- 
| gram, necessarily founded on in- 
|tensive national consumer adver- 
'tising. Their program calls for 
| substantial annual advertising ex- 
penditures on a unit appropriation 
_ basis similar to those common in 
| automotive, appliance and pack- 
| age-goods lines. Budget estimates 
|range from $150,000 annually to 
more than $1,000,000 a year, de- 
pending upon the scale of produc- 
tion. 

3. Despite Mr. Allen’s repeated 
claims that Lustron officials have 
invested only $36,000 in the proj- 
ect, the company has already sunk 
more than $700,000 in plant equip- 
ment and continuous furnaces for 
mass production. Officials claim 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 
Mah 


Only the dominant local news- 
papers tap this rich and isolated 
market 


f 


af 


oo lTHE SACRAMENTO BEE 
is home delivered to 94 out of every 
100 families in the ABC city zone 


=—“THE MODESTO BEE 


offers 91% coverage in the ABC city 
zone; 57% of the trading area 


—ameem THE FRESNO BEE 


with the Jargest circulation 
between San Francisco and 
Los Angeles, gives 90% cov 
erage in the ABC city zone 


@Sales Management's 1946 
Copyrighted Survey 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE, INC. 
SAN FRANCISCO 


NEW YORK + LOS ANGELES - DETROIT - CHICAGO - 


OU’D THINK every day was Christmas in California’s 
Billion Dollar Valley, the way people spend money. 
Thirty percent more for food, for instance, than the U.S. 
per capita average . . . 39% more on retail purchases 


in general. 


Though this adds up to retail sales of more than a 
billion, it’s not extravagant — because total Effective 
Buying Income now crowds TWO billion.* 

Virtually 75% of this “spendability” is concentrated in 
the circulation orbit of the three McClatchy newspapers. 


In The Sacramento Bee, The 
Fresno Bee, you’re talking to 


Modesto Bee and The 
far more of these pros- 


perous Valley people than you could with any other 


combinations of papers—local 


or Coast. 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


that their total investment to date 
|is close to $1,500,000. 

4. The First National Bank of 
|Chicago and its correspondents 
‘have been considering placing 
| from $10,000,000 to $20,000,000 be- 
|hind the project. A bank official re- 
cently stated, however, that a loan 
of such size was contingent upon 
government approval of the home 
for the guaranteed market plan 
already tendered to several other 
mass-producers and to scores of 
traditional speculative builders. 
The bank official said that a loan 
to Lustron would be considered jf 
the company obtained govern- 


ties. 


cial aid is forthcoming or not, the 
company is planning to go ahead 
on a 1947 program calling for pro- 
ducing and erecting 10 homes a 
day — 2,000 for the year — with 
estimated sales of $10,000,000. 


Set 30,000 Goal 


tors, from the marketing stand- 


dictions which the Lustron people 
have been making. 

If full government support is 
gained—and this is the big “if” 
as the Washington battle rages—the 
Lustron people claim that they can 
produce 30,000 homes in 1947. If 
they win the fight for the Dodge 
plant, now in the hands of auto- 
maker Preston Tucker, they hope 
to attain an 85-homes-a-day level 
in eight months, and a 400-homes- 
a-day peak in 14 months. This 
could mean 120,000 homes in 
1948, they insist. 

If such seemingly fantastic 
goals can be attained, why has 
Lustron become ensnarled in such 
a heated controversy? 

Paradoxically the answer lies 
both in the almost unbelievable 
production estimates, and in the 
fact that people who visited the 
pilot home in Hinsdale, Ill, come 
away ready to believe almost any- 
thing. 

Take the comments of Wesley 
D. Pearce, national housing officer 
of the Veterans of Foreign Wars, 
made after he inspected the first 
home: 

“After looking over the house, 
I would sincerely observe it is the 
first real approach to mass produc- 
tion of quality built homes. This 
means a new era in the building 
industry. 

“Since the war’s end I have 
looked at many housing projects, 
and this home comes up to the 
veterans’ hopes for a livable, eco- 
nomic home that will not be a 
slum in a short while. In fact, 
our investigations indicate, these 
homes will outlast many well-built, 
custom-made homes of standard 


LETTER 


Another 


REPLY'O 


— Success! 


NEW ENGLAND MUTUAL 
LIFE INSURANCE CO. 
says: 

"For each dollar invested in 
Reply-O Letters New England 
Mutual fieldmen have received 
$24 in first-year commissions!” 


What Are 
Your Needs? 


ment guarantee and plant facili- | 


5. Whether government finan- | 


More intriguing than these fac- | 


point, are the astronomical pre- | 


Write to THE 


REPLY-O PRODUCTS CI 


150 West 22nd Street, New York 3 
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materials which take months to|single-ply vitreous enamel, bonded|one of the home’s most unique 


build and cost much more. It) 
should meet the most exacting | 
builders’ code in force anywhere 
in America.” 


Erect in 3 Days 


What kind of home gains such 
crusading enthusiasm? 

Lustron plans to market 5 and 
6-room homes, completely 
equipped with radiant heat, re- 
frigerator, range, modern bath- 
room, built-in cupboards and 
closets, excluding lot, landscaping 
and utility connections, at ap- 
proximately $7,000. Architects and 
realtors who have seen the pilot 
model claim it is superior to tra- | 
ditional housing now selling at | 
$10,000 to $15,000-in the Chicago | 
area. 

The homes are made of non-| 
glossy porcelain-enameled steel; | 
32x36 feet in size, with 8-foot | 
ceilings. Light, fabricated steel | 
structural members replace tra- 
ditionally heavy timbers, studding 
and rafters. Enameled steel re- 
places wood or masonry exterior 
walls and interior walls and ceil- | 
ings of lath, plaster and paper. 

Time-and-motion studies indi- 
cate that five-man crews will erect 
the homes on_ concrete slab 
foundations in three eight-hour 
working days. While the design 
is functionally modern, the ap- 
pearance is traditional. Initial 
production plans call for three 
basic floor plans and 12 color com- 
binations, permitting 36 finished 
models from a standard set of jigs. 

Strongest sales claims for the 
Lustron homes are low mainte- 
nance cost, easy housekeeping, | 
low depreciation, and comfort. 


Has Radiant Heat 


Exteriors and interiors, in a} 
variety of pastel shades, require | 
no painting or decorating. In- 
teriors require only an occasional | 
wiping with damp rags. The| 


LET V.P.D. 
HELP YOU 


V.P.D. crystal clear 
plastic envelopes for all 
standard ring binders 
give you show windows 
for your sales materials 
that keep them clean, 
fresh and attractive. 
V.P.D. transparent envelopes win 
more attention from prospects... 
more prestige for you... MORE 
BUSINESS. Moreover, they save 
money formerly spent for replace- 
ments of worn-out photos and 
literature. 

Or you may find your problem 
solved by our V.P.D. handsome 
leatherette presentation books in 
either 8/2 x11 or 11x14 size con- 
taining 16 or 24 windows each. 
The millions of dollars worth of V.P.D 


transparent plastic products used by 
business proves their excellence. 


If your dealer does not carry 
V.P.D. transporent products 
—write us for sample 
and catalog. 


JOSHUA MEIER COMPANY | 


Dept. No. 19 


P.O. Box 242 Station D 


New York 3, N.Y. 


to the steel at 1,500 degrees| features. A small Williams Oil- 
fahrenheit, resists fading, cracking | O-Matic burner in the ceiling of 
and chipping, the makers claim.|the utility room heats air in a 
If the 24” by 24” exterior panels| plenum chamber covering the en- 
are damaged, they may be re-| tire steel ceiling and walls of the 
paired or replaced by factory serv-| home. The ceiling serves as a 
ice representatives. According to| radiator, heating the entire home 
Lustron officials, the maintenance | evenly. Some of the warmed air 
cost of the homes will be nominal, | circulates inside the exterior walls, 
compared with an estimated aver- | but none enters the interior of 
age of $3,000 during the life of} the home. Therefore there is none 
FHA loans on traditional houses. | of the dirt common to traditional 

The radiant heating system is|hot air convection heating sys- 
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tems. The home is insulated by|outside walls. Floors are asphalt 
a four-inch blanket of Fiberglas | tile, laid on the concrete founda- 
above the plenum chamber, and | tion. 

by 1™% inches of Fiberglas in the Housewives who have seen the 


Lowest milline rate— 
lowest cost per inquiry in this 


WN EEXCESS OF 200,000 highly responsive field 


ABC MEMBERSHIP 
GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YO°K 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


OXFORD VETERAN ee 
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HORRORS! 


CRAFTSMAN, WITH 26 YEARS SERVICE WITH THE COMPANY, 
IS FOUND TO BE MISSING FROM THE LIST OF 603 VETERAN 
CRAFTSMEN, WHOSE OXFORD SERVICE TOTALS 16570 YEARS. 


THE NAME OF A HIGHLY SKILLED OXFORD 


fe papermaking experience 
of Oxford craftsmen—listing 
only those with the company 20 of quality paper 
years or more — indicates why 
Oxford papers are of such uni- 
formly high quality. 

Here at Oxford are 603 craftsmen as strength, sur 
with 20 years or more of service, 
and 339 of them have 25 years or 
more, while 31 have exceeded 40 
years. Many families boast three 


generations at the mill. 


Supplementing this exceptional 
know-how is Oxford’s complete- 
ness of operations. Oxford makes is 
its own pulp and performs every r¢ 


papermaking operation. This and West Carrollton, 


means 100% control of quality 


while producing over 1,000 miles 


Helping to maintain quality stand- 
ards are the countless inspections 


and checks. Tests for such things 


MILLS at Rumford, Maine 


fold and printability. And Oxford 
research continues to contribute 
a day. to the advance of the papermak- 
ing art in many directions. 


So when you need quality papers, 
specify Oxford. Paper merchants 
in key cities coast to coast dis- 


face bond, curl, — tribute Oxford quality papers. 


Included in Oxford’s line of quality printing and label papers 
are: ENAMEL-COATED — Polar Superfine, Maineflex, Maine- 
flex C1S Litho, Mainefold and White Seal; UNcoatrep 
Carfax, Offset, 
Label and Oxford Super, English Finish and Antique. 


— Engravatone, Aquaset Duplex 


OXFORD PAPER COMPANY 


30 PARK AVENUE, NEW YORK 17, N. Y. 
WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 


Ohio in 48 Key Cities 
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pilot home comment particularly | 
on the ease of cleaning and on 
the unusually large closet, ward- 
robe and cabinet space. The mas- | 
ter bedroom has closets and a} 
built-in dresser with a large mir- 
ror. Storage space is provided in 
four other closets and the utility 
room. The pilot home is equipped 
with Frigidaire stove, refrigerator 
and home freezer. 


Agency Coined Name 


Development of the home has 
been a long-term goal of the three 
Lustron officials and stockholders, 
who are key executives in the 
parent Chicago Vitreous Enamel 
Products Company. Emanuel and 
William Hoganson built more than 
500 homes in Chicago’s western 
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suburbs between 1909 and 1917, 
when they became interested in 
Chicago Vit. 

Originally a producer of stand- 
ard vitreous enamel plumbing fix- 
tures and components of washing 
machines and refrigerators, the 
company concentrated during the 
’30s on production of Frit, an in- 
organic powder used by other 
vitreous enamelers. 

In 1932 the Hogansons returned 
to the architectural field, pro- 
ducing toilet stalls, hospital and 
hotel laundry chutes, store and 
theater fronts, and hundreds of 
standardized auto service stations 
for the majority of the large oil 
companies. In 1934 they adopted 
the Lustron trade name, coined by 
account executive Russell B. Wil- 
liams of Reincke, Meyer & Finn, 
their advertising agency. 

President of the new Lustron 
Corporation is Danish born Carl 
Strandlund, who joined Chicago 
Vitreous Enamel during the war 
after participating in the develop- 
ment of the Toastmaster, the 
Tropic-Aire bus heater and the 


Oliver combine harvester. 

When the war virtually elimi- 
nated its standard lines, the par- 
ent company converted to produc- 
tion of armor plate, tank turrets 
and dehydrated foods. Mr. Strana- 
lund developed a new method for 
heat-treating armor plate which 
sped production of the vital ma- 
terial at savings of millions of 
dollars. 


Commercial Program Halted 


About two years ago the com- 
pany began an extensive develop- 
ment and engineering program 
calling for production of factory- 
built commercial and industrial 
buildings of steel. Emphasis shifted 
to homes when the government 
vetoed production of the build- 
ings until the housing crisis had 
passed. 

The two Hogansons and Mr. 
Strandlund formed Lustron Cor- 
poration, of which they are sole 
stockholders, to carry out these 
developments. The nominal value 
of $36,000 was placed on the in- 
corporation papers. This is the 
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IT'S ENAMEL—Here is the home that has caused part of the squabble over 
possession of the vast Dodge aircraft engine plant in Chicago. The conventional 
exterior, framing, interior and roof are all of porcelain in a variety of colors. 


figure which RFC used in its ar- 
guments against Lustron. 

Production of a factory-built 
home of porcelain-enamel steel be- 
came feasible mainly because of 
wartime improvements in rollers, 
presses, electrical resistance weld- 
ing and continuous - production 
furnaces. 

Modern jigs and_  resistance- 
welders permit production of 8’x8’ 
wall frame units, or 36’ roof 
trusses at rates as high as 25 or 
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@ When you buy Diamond Book Match advertising, you— 
and you alone—decide where it will go, how much goes in 
each area, when it will go there. There is no rigidity with 
Diamond Book Match advertising. Instead there is com- 
plete flexibility through Diamond’s nationwide controlled 


distribution service. 
What other medium 


can give you controlled, certified 


circulation with any degree of intensity you desire—in any 
cities or areas you desire—during any time periods you 


desire—and in full color? 
Diamond Book Matches have other advantages too. 
Repeated readership is one; twenty matches in 
each Diamond Match Book mean twenty oppor- 
tunities to see each advertising message. 
Freedom from competition is another advan- 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer... . 


r 


Pon 


318 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 
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ot Diamond Book Match Advertising 


tage: Diamond Book Matches provide an exclusive site for 
your advertising message—with no other ads, no news, no 


editorial matter to distract your 


prospect’s attention. 


And don’t forget that Diamond Book Matches are per 
sonal. The book match is the only medium constantly car- 
ried in pocket or purse, and this relationship adds potency 


to the medium. 


For all these reasons, Diamond Book Matches have sur- 
prised many advertisers by outpulling other and better 


mail it today. 


known media, on a cost basis, in actual tests. 
Chances are they can do this for you too, And 
we'll be glad to help you plan the test best 
suited to your purposes. For full informa- 
tion, just fill out the coupon below and 


.eeeeees fo a Man-Sized Media Problem 


To: Diamond Match Co., Dept. A-13 
318 S. Michigan Ave., Chicago 4, Ill. 


Nome of my company........+++- 
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| would like more information about Diamond Book Match Advertising. 
Please call on me at........ o'clock, day.....++. MOR. cccccccescese 
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30 per hour, while wall, ceiling 
and roof panels can be stamped 
and enameled at rapid rates with 
minimum direct labor. 


Plan National Distribution 


Market research, sales and ad- 
vertising plans developed hand-in- 
hand with design and production 
engineering. Al Hafendorfer, sales 
manager of Chicago Vit, and Mr. 
Williams were completing plans 
for a nationwide announcement 
about March 1, 1947, when the 
current Lustron controversy broke. 
No details of the home could be 
made public during the first few 
days of the WAA-NHA-RFC scrap 
because patent applications had 
not been completed on many 
phases. 

Because mass. production of 
housing necessarily requires large 
floor areas, Lustron officials would 
like to get the largest war surplus 
plant available, whether it is the 
Dodge plant, the Douglas airplane 
plant at Park Ridge, I1l., or a sub- 
stitute. 

Marketing and manufacturing 
go hand-in-hand in the Lustron 
program. Present plans call for 
warehousing and distributing the 
homes in 10 strategically-located 
factory branches from coast to 
coast. 

Borrowing the regional as- 
sembly practice from the auto- 
motive industry, Lustron plans to 
freight solid carloads of individ- 
ual parts to these 10 branches, 
where the components for in- 
dividual homes, or groups of 
homes, will be gathered for truck- 
ing to building sites. 


No Co-op Advertising 


Local dealers will be given ex- 
clusive territories, subject to 
meeting contract sales quotas. 
Drawn from the ranks of specu- 
lative builders, realtors, bankers, 
and auto and appliance dealers, 
the Lustron agents will handle a 
complete package, including erec- 
tion, financing and service. Fac- 
tory branch managers will super- 
vise sales, erection and service 
training. 

Advertising plans call for ap- 
propriations ranging from .5% to 
1% of sales. Dealers will be sup- 
plied with complete direct mail 
and sales promotion programs, but 
all space advertising will be placed 
nationally through Reincke, Meyer 
& Finn. 

The decision to avoid dealer- 
cooperative advertising stems 
largely from the unique advertis- 
ing problem. 

According to account executive 
Russ Williams, all of the following 
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are potential competition, one way | jurisdictional disputes in metro- 


or another: 


Other builders of prefabri- 
cated and factory-built housing. 


politan areas, there is one “out.” 
The best potential market for 
the Lustron homes is in rural and 


Standard speculative build-| small town areas where the rela- 


ers and contractors. 


tively low fire hazard, and low 


Such non-metallic building-| insurance rates, will contribute to 


products industries as lumber, 


brick, gypsum and cement. 


Lustron’s low occupancy or rental 
cost. The risk of jurisdictional 


Carpenters, roofers and brick-| disputes is least in these areas. 


layers’ unions. 


Will Lustron hurdle all of the 


All other users of sheet steel,| materials, political and competi- 
such as automobile, appliance, | tive obstacles and become the first 


utensil, toy, electrical, furni- 


ture and machinery manufac- 
turers. (A Lustron home uses 
6 tons of steel.) 

Other users of Fiberglas in- 
sulation, also a critical material. 


Traditional Codes Obstacle 


The Lustron executives are con- 
vinced that they have a better 
mouse-trap. So are most of the 
housing-hungry veterans and 
housewives who have seen the 
first home. 

Only powerful advertising, di- 
rect to the consuming public, can 
overcome competition-inspired 
political opposition, Mr. Strand- 
lund and Mr. Williams believe. 

That’s why they consider a 
$1,000,000 ad budget and a com- 
plete advertising program, paced 
by four-color national magazine 
spreads, essential. 

Advertising, they also believe, 
may help overcome such prob- 
lems as building codes and re- 
strictive zoning in metropolitan 
areas. 

A program with so many rami- 
fications must be controlled by the 
home office. Hence the decision 
for a national program, rather 
than local cooperative advertising. 

The Lustron executives have 
their fingers crossed on the prob- 
lem of relations with the building 
trades. 

Present erection crews include 
AFL sheet metal workers, elec- 
trical workers and plumbers, 
If carpenters and plasterers start 


At Last! 


The World's Finest 
2-Cell Flashlight 
with 
Your Advertising Imprint 


The No. 122 Gits Un- 
breakable Plastic Super 
Right Angle Flashlight 
that recently withstood 
the sensational 30,125 
lbs. trailer truck test — 
the same sturdy light 
that served the boys so 
faithfully on every 
battlefront is now avail- 
able to discriminating 
Advertising Specialty, 
Goodwill and Premium 
users. These ethyl cellu- 
lose plastic flashlight 
cases have terrific im- 
pact strength —they are (Hos extra bulb 
non-conductive and meet te bese) 
rigid military require- 
ments 

—and look at these features: 


® Transparent or lustrous colored case 
with pleasing warmth of touch. 

® Nickel plated, brass, lacquered, perfect 
parabolic reflectors. 

® ON-OFF and signaling switch—always 
works. 

® Colors: red, black, blue, ivory or trans- 
parent. 


Order from your Specialty Jobber 


4600 W. HURON STREET, CHICAGO 4, ILL. 


Aanufacturers of the famous Gits Flashlights, 
Knives, Savings Banks, Games, 
Protect-o-shields, . etc. 


CANADIAN DISTRIBUTOR: 
Kahn, Bald & Laddon, Ltd. 
69 York Street, Toronto, Canada 


he 


successful national manufacturer 


of complete, factory-built homes? 
That’s the $52,000,000 question. 


Fuller Opens Own Firm 


H. B. Fuller, who has served the 
Plumbing and Heating Industries 
Bureau, National Trade Extension 
Bureau, Firestone Tire & Rubber 
Company and others in various 
marketing, fact finding and pro- 
motion capacities, has opened his 
own office in the Connally build- 
ing, Atlanta, as sales, advertising 
and marketing counsel. 


RKO Makes Texaco Film 


RKO Pathe, Inc., has prepared a 
convention film for Texas Com- 
pany, utilizing Eddie Bracken, 
star of the company’s radio show. 
The film emphasizes the company’s 
advertising, promotion and dealer 
aids. 


Produces Ford Movie 


Transfilm, New York, has com- 
pleted the first of three travel 
films for Ford Motor Company. 
Called “Men of Gloucester,” it will 
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be distributed by Ford district of- 
fices to schools, clubs, churches 
and other local groups. No com- 
mercials for the company are in 
the film. J. Walter Thompson 
Company is the agency. 


Conkey Names Kane 

H. D. Conkey & Co., Mendota, 
Ill., has placed its advertising with 
Kane Advertising, Bloomington, 
Ill., effective Jan. 1. Newspapers, 
general and business publications, 
sales promotion, point of sale and 
direct mail will be used. 
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Bans Santa in Liquor Ads 


The State Alcoholic Beverages 
Control Commission of Massa- 
chusetts has warned liquor license 
holders against linking the liquor 
business with St. Nicholas for the 
purpose of boosting Christmas 
sales. The commission is opposed 
to associating Santa Claus with 
alcoholic beverages. 


Miller Opens PR Shop 


W. Moscrip Miller, tormerly 
vice-president in charge of public 
relations for Air Cargo Transport 
Corporation, New York, has opened 


his own public relations company | 


at 501 Madison Ave., New York. He 
joined ACT from the War Adver- 
tising Council, and had previously 
been a war correspondent and on 
the publicity staff of the National 
Broadcasting Company. 


Seal Names Lindsay 


Seal, Inc., Shelton, Conn., manu- 
facturer of products used as pro- 
tective and sealing agents, has 
appointed Lindsay Advertising 
Agency, New Haven, to handle its 
1947 advertising program. Busi- 
ness papers and direct mail will 
be used. 


Reaches 14.816 MORE 
Homes Every Weekday 
Than Morning Paper 


FORT WAYNE’S 


EFFECTIVE COVERAGE OF THE CITY 
AND ITS ENTIRE TRADING AREA BY 


NEWSPAPER. ONE PAPER COVERS 
THE ENTIRE MARKET. 


ONLY EVENING 


Delivered by carrier to 97.8% of all homes in 
Fort Wayne six days a week. 


The N ews-Sentinel , 


— Gort Wayne's Goad Evening” N A 
FORT WAYNE, INDIANA | 


REPRESENTATIVES: ALLEN-KLAPP CO. 


* NEW YORK—CHICAGO—DETROIT 


Women of CHICAGO follow 


the 


CMInine 
andle 


every day in THE SUN 


Brooklyn Store 
Solicits Agencies 
for New Products 


New YorK—Advertising agen- 
cies were solicited for new prod- 
ucts recently by Abraham & 
Straus, Brooklyn department store, 
which announced a plan which 


promises cooperative advertising | 


and point-of-purchase display and 
promotion. 

In a letter to agencies, Peter 
Cogan, manager of A&S’s division 
of new merchandise projects, de- 
clared the store offers “your cli- 
ents quick and effective introduc- 
tion of their products to a large 
segment of the consuming public 
as well as to the leading retail 
and wholesale distribution chan- 
nels in the country, and thus can 
help develop the distribution of 
a new product to a point where it 
is soon large enough and wide 
enough to justify the product be- 
coming a national account item.” 

Mr. Cogan’s letter pointed out 


a4" a 
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that A&S is a member of Asso- 
ciated Merchandising Corporation, 
a mass-buying group of 25 de- 
partment stores in cities through- 
out the country. This simplifies 
the salesmen’s subsequent selling 
job to the nation’s wholesalers 
and retailers, Mr. Cogan said, be- 
'cause they “generally follow the 
‘advertisements of these leading 
| stores.” * 

| Mr. Cogan told ADVERTISING AGE 
ithe development work had re- 


sulted in submission of “two or| 


three hundred” products, but that 


of 100 we’ll be doing well.” Many 
gadgets and cosmetics were in the 
first lot, he said. Mr. Cogan thinks 
the important function of the de- 
partment will be in giving manu- 
facturers an opportunity to sample 
the New York market, assisted by 
the store’s advertising. 


Kline Promoted 


Jack M. Kline, with Baker & 
Hosking, New York, since it was 
formed last spring, has been pro- 
moted to research director. 


if A&S finds “one good one out) 


Plans Trade Paper Book 


The business and industry de- 
partment of St. Joseph’s of In- 
diana, Collegeville, Ind., is pre- 
paring in book form a review o{ 
the history and accomplishments 
of American business papers, to 
be known as “Business Paper 
Story.” The deadline for pub- 
lishers’ information in the book, 
originally set for Dec. 15, 1946, 
has been set back to March 15, 
1947. 


Chemical Corp. Appoints 


The Chemical Corporation, 
Springfield, Mass., has appointed 
Bryant H. Gardner to the newly 
created post of advertising and 
sales promotion manager. Mr. 
Gardner was formerly with Wm. 
B. Remington, Inc., Springfield, as 
account executive on the Chemica] 
account. 


MacDonald Joins Leon 


Malcolm C. MacDonald, for- 
merly account executive with 
Paris & Peart, New York, and T. A. 
Newhoff, Baltimore, has joined 
S. R. Leon Company, New York, 
in a similar capacity. 


G& 
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. and Boot and Shoe Recorder’s readership and reader acceptance are Stim 
growing steadily — after 65 years of service to the shoe industry. a, 

There is a reason for this steady increase in paid readership and renewal 
percentage. It lies in editorial leadership . . . in recognized authenticity of style 
interpretation ...in complete coverage of every factor which affects shoe retailers, 


wholesalers, manufacturers and suppliers. 


This same reason explains why experienced shoe advertisers concentrate their 
trade paper appropriations in the Recorder. They know it reaches and influences 
the alert, aggressive shoe men who are willing to pay —and keep on paying — 
for complete, authoritative merchandising information. They have prove 
their own satisfaction that the /eader is the best buy —in shoe aol 


tions, as in other fields. 
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Che New York Cimes Magazine 


what makes 


a magazine 


a Magazine? 


is It 7 | 


advertising that aj 
appeals to 


women? 


Grocery product advertising appeals primarily to women. And because so many women read 

The New York Times Magazine—over 1,000,000 of them—it has become an ‘‘A”’ schedule medium 
for grocery products advertising. In the first half of 1946, The Times Magazine carried more grocery 
linage than any women’s magazine except one. Examine any copy of The Times Magazine 

and you'll see why it should be included on every women’s appeal campaign scheduled for magazine 


The New York Times Magazine 
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INCOMING MAIL 
TAXES INCOME EXPERT 


Mrs. Elsie Stapleton is a rare woman—she knows the value 
of a dollar! Budget advisor to a large New York department 
store, she has told 30,000 people how to spend their money 
—and have more fun doing it. Last April 6 she was the 
subject of a Post article, titled “So You Can’t 
Live on Your Income,” by Wesley Price. The 
response was terrific. Hundreds of letters rained 
in from budget-conscious readers, insurance 
companies, schools and colleges. In fact, so 

much interest was stirred up that Mrs. 
Stapleton finally quit her job and 
went into business for herself! 


Nobody missed this bus! || 


When this bus appeared in the first 
4-color Post ad of National Trailways 
last January 12, it seemed as if every- 
body was out to meet it. 12,627 / 
requests poured in from readers 
wanting a copy of “Trailways Maga- 
zine” offered in the advertisement. 
National Trailways were so impressed 
by this turn-out that they ran the bus 
again in the March 23 Post. So far, 
this second ad has pulled over 8,000 
more requests —and they’re still 
rolling in! 
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Post editors 
thought that a 
mule that could 
plow 30 acres in 
a day (Hellfire 
Smith by Edward 


Kimbrough, Feb. 16 Post) was a permissible 
piece of fictional exaggeration. 
didn’t. From every section of the country letters 
came in, sternly taking the editors to task for 
such a tall story. Proving that (a) a lot of mule- 
fanciers read the Post; (b) a lot of mule-fanciers 
are a stubborn-minded lot. 


Post readers 


Why the 
Master-Light 


makers are beaming 


If you want some light shed on 
the subject of Post advertising, 
consider the experience of the 
Master-Light makers of Boston, 
Mass. Last January 5 they ran a 
tiny 21-line ad featuring their 
emergency lighting equipment. 
Inquiries came .in from every 
state in the Union, plus Mexico 
and Canada. And enough orders 
were received to pay for the ad 
many times over! 


A great flood of letters descended on the Ontario 
Publicity Department after an article called 
“Canada’s New Paradise for Sportsmen” appeared in 
the April 20 Post. They came from all 48 states and 
several Canadian provinces. According to an authori- 
tative spokesman, the results were “four to five times” 
as great as those from any other magazine piece about 
Canadian vacationing. 


Lost ads collar 


twice as many orders! 


The Crest Specialty Company, Chicago, Ill., know how to keep tabs on their 
advertising. In the December 22, 1945, issue of the Post they ran a }4-colum’n 
ad announcing their “‘Spiffy Collar Invisible Stay-Down.”’ They also ran the 
same ad in ten other leading magazines during the same month. Then they 

loosened their collars and awaited results. By the end of January the 
Post ad had produced 1629 direct orders—more than twice as 
many orders as resulted from any of the other magazines! 
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- 
Names Calkins & Holden 


Cramer Products Company, New 
York, has named Calkins & Hold- 
en, New York, to handle the ad- 
vertising for its Joy mixes for 
popovers, muffins, cakes, etc., 
effective Jan. 1. Magazines, news- 
papers and other media will be 
used. 


BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 
market studies, to maintain competitive 
advertising files and to develop sales 
prospects. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


SINESS 4 FARM GENERAL 
eOAPERS. WK parens WK MAGAZINES 
314 So. Federal St., Chicago 4 


High Court Backs 
FCC Rule Denying 
WOKO Renewal 


WASHINGTON—In a sweeping en- 
dorsement of FCC’s power over 
radio licenses, the Supreme Court 
last week refused to interfere with 
the commission’s order denying re- 
newal of WOKO, Albany, N. Y. 

Although based on a finding that 
the station had concealed facts 
about its stock ownership, the 
commission order had been re- 
versed by a divided court of ap- 
peals which felt that the offenses 
warranted a less severe penalty. 

The Supreme Court reversed the 
court of appeals, asserting: “It is 


which must be satisfied that the 
public interest will be served by 
renewing the license. 


‘Administrative’ Action Holds 


“The fact that we might not 
have made the same determination 
on the same facts does not war- 
rant a substitution of judicial for 
administrative discretion since 
Congress has confided the problem 
to the latter.” 

The defense that the suppressed 
information was not “material” 
served only to mobilize additional 
court support for the commission. 

“Tf the applicant had forthright- 
ly refused to supply the informa- 
tion on the ground that it was not 
material, we should expect the 
commission would have rejected 
the application and would have 
been sustained in doing so,” the 
court commented. 

The disputed stock, 25% of the 


the commission, not the courts, | station’s capital stock, was held by 


Sam Pickard, former CBS vice- 
president. Obtained on assurance 
that the station would get CBS 
affiliation and other benefits, the 
stock had to be reported under 
other names for 12 years. 


Suggests State Courts 


To stockholders having slightly 
more than 50% of the stock, who 
knew nothing of the situation, the 
court suggested state courts as a 
remedy. This may be a very 
proper consideration for the com- 
mission in determining just and 
appropriate action, the court said, 
“but as a matter of law, the fact 
that there are innocent stockhold- 
ers cannot immunize the corpora- 
tion from the consequences of such 
deception.” 

As for the claim that the order 
departs from FCC’s past prec- 
edents, the court felt that “it is 
appropriate for the commission to 
decide whether its actions in this 


cette tener em 


~~ PRINTING PROD 


f Gan Do For Tet 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Yeor Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


‘2 is a large volume of the kind of printing Printing Products 
Corporation is best — and organized to produce, so if in 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
orders in which we specialize—from ILLUSTRATIONS 


of printin 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. ; 


Proper Zuality 
Zuich 


Right Price 


UCTS CORPORATION 


cuts and copy until delivered. 


Clean 


ees 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 


qualit y and delivery. 


awe 


LUTHER C. ROGERS 
Board Chairman and 
_Management Advisor 
L. C, HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


— Ot eit e eee 


A large, efficient and completely : 
equipped printing plant. 3 
(The former Rogers & Hall j 
Company plant) 


New Display Type 
for all printing orders. 


Monotype and Ludlow 
typesetting. 

All Standard Faces 
of type and special 
faces, if desired. 


Good Presswork— 
a one or more colors. 


Facilities for Binding _ 
as fast as the presses 
print. : 

Mailing and Delivery 


service as fast as 
copies are completed. 


Linotype 


A SAVING is often obtained 
‘In. shipping or mailing when 
printing is done in Chicago, 
the great central market a 
! distributing point. 


a ' ave? 


we ARE STRONG on our SPEC! 


) Products Corporation 
(THE FORMER ROGERS AND HALL COMPANY) © 4 : es 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 
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H. J}. WHITCOMB 
Vice President and 
Assistant Director of 

Sales 
L. C. HOPPE 
Secretary 
W.-E. FREELAND 
Treasurer 
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APPOINTED BATES V.P.s—D. Robert 
Parman, left, and John M. Lyden have 
been named vice-presidents of Ted 
Bates, Inc., New York. Mr. Parman, for- 
merly with Donahue & Coe and H. W. 
Kastor & Sons, joined Bates in 1943 
and is account executive on the Col. 
gate-Palmolive-Peet account. Mr, 
Lyden joined Bates in 1942 after serv. 
ing with several other New York agen. 
cies and specializing in food and drug 
accounts. 


case are too drastic. 

“The very fact that temporizing 
and compromising with deception 
seemed not to discourage it may 
have led the commission to the 
drastic measures here taken, to 
preserve the integrity of its own 
system of reports. 

“We cannot say that the commis- 
sion is bound by anything that ap- 
pears before us to deal with all 
cases at all times as it has dealt 
with some that seem comparable.” 

“We agree that this is a hard 
case,” wrote Justice Hugo Black 
for the court, “but we cannot agree 
that it should be allowed to make 
bad law.” 

Harry M. Plotkin, FCC’s assist- 
ant general counsel, conducted the 
argument which preceded the 
court’s full endorsement of the 
commission. 


. | 7 
Record’s’ Advertising 
Gains Despite Strike 
Despite the strike by its mem- 
bers of the American Newspaper 
Guild which began Nov. 7, the 
Philadelphia Record has had sub- 
stantial gains in both display ad- 
vertising and circulation in No- 
vember over November, 1945. The 
advertising gain was 276,111 lines. 
The average daily circulation rose 
from 268,013 to 286,167 and Sun- 
day circulation from 555,638 to 
630,852. Executives have been 
filling the posts vacated by guild 
members. 


Three Name Sann 


E. W. Sann & Associates, Min- 
neapolis, has been appointed to 
handle the advertising of North 
Star Dairy Cooperative, St. Paul; 
Crane Company, Minneapolis; and 
Winona Tool Mfg. Company, 
Winona, Minn. All will use trade 
publications. The agency is re- 
signing the account of Day Con- 
pany, Minneapolis, effective Jan. 1. 
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ART DIRECTOR'S 4y 
LAYOUT PENCIL 


Propels and repels. 7 

Takes standard 

heavy layout W/ 

leads. y/ 
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@ 14K Gold Filled $12.00° 
@ Sterling Silver 12.00° 
@ Solid Gold 60.00" 


*inc. Fed. Excise Tox 


At your local dealer, or order direct ant 


ARTHUR BROWN & BRO., 


67 West 44th Street, New York .18, 
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Seeds, Grove 
Settle Account 
Suit Out of Court 


St. Lours — Grove Laboratories 
and Russel M. Seeds Company, 
Chicago agency, have announced 
out-of-court settlement of the con- 
troversy resulting from Grove’s 
transfer of its account last summer 
from Seeds to Duane Jones Com- 
pany and other agencies. 

Freeman Keyes, president of the 
Seeds agency, last June revealed 
that his company intended to sue 
the pharmaceutical house for al- 
legedly violating a one-year con- 
tract in transferring the accounts 
for Pazo ointment, Grove’s cold 
tablets, Jitterbug insecticide, etc., 
to other agencies. Later, John 
Kettlewell resigned as a_ vice- 
president of Seeds over the 
agency’s threat to bring the $160,- 
000 suit (AA, Sept. 9). 

Seeds’ announcement said that 
the settlement was reached “on a 
basis satisfactory to both parties.” 


(NO. 12 IN A SERIES) 


The 
Aipany Story 


A New High 
ina 
Rich Market 


The Albany 
TIMES-UNION 


Daily 


50,684" 
Sunday 103,091" 


The largest morning and Sun- 
day circulation between New 
York City and Montreal, Can- 
ada; and between Hartford, 
Conn. and Syracuse, N. Y. 


In a market of 


180,000 Educated Families, 
$750,000,000 Buying Income 


*Publisher's Statement, 6 mos. ending 
Sept. 30, 1946 


ALBANY IS 
“BEST FOR YOUR TEST" 


Lban 


TIMES-UNION] 


DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 


Advertising Age, December 16, 1946 


The details were not disclosed by 
either side. 


Account Handled by Three 


Grove advertising is now han- 
dled by three New York agencies. 
The Jones agency handles Pazo, 
Jitterbug and cold tablets. J. D. 
Tarcher & Co. handles 4-Way cold 
tablets, Grove’s Tasteless Chill 
Tonic and Dr. Porter’s Healing | 
Oil. William H. Weintraub & 
Co., which formerly handled 


5 
eee wit 


lotion deodorant. 

Grove is no longer advertising 
its vitamin products. These in- 
clude Vita-Baby, AB,D and B- 
Complex vitamins, formerly han- 
dled by Seeds, and Defender vita- 
mins, formerly handled by Dona- 
hue & Coe, New York. 


Yoder Names Basford 


Yoder Company, Cleveland, 
manufacturer of cold roll forming 


Vale liquid deodorant, is handling 


machines and accessory machinery, 


a successor to that product, Kare | 


has placed its advertising with the 
Cleveland office of G. M. Basford 
Company, effective Jan. 1. Metal 
publications will be used. 


Boat Co. Adds New Unit 


Electric Boat Company, Groton, 
Conn., has formed a printing ma- 
chinery division for the purpose of 
manufacturing, merchandising, and 
servicing graphic arts machinery. 
Stuart E. Arnett, formerly sales 
manager in the New York metro- 


| 


politan area for the Harris-Sey- 
bold Company, has been appointed 


29 


sales manager of the new division, 
which is located at 33 Pine St., 
New York. 


Distributes Vis-R-Vue 

Distribution of Vis-R-Vue, a 
clear plastic display holder for 
maps, lists, etc., to be attached to 
sun visors in automobiles, will be 
handled by a newly organized 
company, Vantage Corporation, 
West Hartford, Conn., headed by 
W. J. Hickmott. Hugh H. Graham 
& Associates, New Britain, Conn., 
is advertising counsel, 


DALLAS, TEXAS 


sheet—than did 


Sunbelt Porkers 
are Pigs with a Past 
~ .,. and a Future! 


” Today's Southwestern Sunbelt hogs carry a lot 
more weight—on the hoof and on the balance 
eir predecessors of 55 years ago. 


The fact that the 1945 swine crop in the five-state Sun- 
belt area brought farmers and ranchers $110,763,000* is 
the result of a vast amount of cooperative effort—effort 
in which Farm and Ranch has played an important role. 
Beginning in 1891, when it took the lead in ——s 
the Texas Swine Breeders’ Association, Farm and Ranc 
has consistently given the industry its full editorial sup- 
rt. At the same time, it has kept swine breeders sw 
informed regarding stock improvement, scientific feed- 


ing and profitable marketing. 
Southwestern farmers for two 


enerations have looked 


to Farm and Ranch for such leadership—and have found 


it. To reach this rich market... to get ready — 
for your advertising message...use Farm and 


nch, 


the dominant voice of the prosperous Sunbelt Farm 


Market for 63 years! 


*The Farm Income Situation, U. S. Dept. of Agri., April, 1946. 


TEXAS * OKLAHOMA * ARKANSAS 
LOUISIANA * NEW MEXICO 


BIG States With BIG Farms 


Twice The National Average 


Branch Offices: 52 Vanderbilt Avenue, New York ® 
75 East Wacker Drive, Chicago * 1895 Monroe Drive, 
N.E., Atlanta © West Coast Representatives: Simpson- 
Reilly, Ltd., Russ Building, San Francisco, California., © 
Garfield Building, Los Angeles, California. 
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More advertiser 
use more space in 
ield & Stream 

than in any other 


outdoor magazine! 


@ Field & Stream leads the field in practically every important advertising 
classification. Take aviation advertising, for example. Field & Stream carries 
more space in this classification than any other outdoor magazine. 
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There's only one 
leader in a flock of 
geese—and only 
one leader in 
every field. 


Why do experienced advertisers almost always start their outdoor 
lists with THE leader—Field & Stream? Why has this magazine 
been the first choice year after year for more than 35 years? 


Ask any of the many advertisers who consistently make 
Field & Stream a “‘must”’ on their outdoor lists. They'll tell you 
it’s far more important to reach | | 
the key sportsmen than to reach 
the most people. 


If results are what you want, 
you want Field & Stream! 
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AM Fa we : = A Ss Circulation Soaring 


Field & Stream’s circulation—the cream of 


the crop—has grown soundly, steadily, over 
the years in pace with the greatly increased 
interest in outdoor sports. Held back by 
paper restrictions during the war, circula- 
tion has again started a rapid climb. ~ 
SPORTSMAN’S : 
MAGAZINE : 
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Gets Furniture Account 


Admiral Chrome Furniture Com- 
pany, New York, has appointed 
Moss & Arnold Company, New 
York, as advertising and sales pro- 
motion agency for its line of 
chrome and métal furniture. News- 
papers and trade publications will 
be used. 


Two Name Russell Kelley 


Russell T. Kelley Ltd., Toronto, 
has been appointed to handle the 
advertising of Enterprise Sales & 
Distributors, Toronto, and Wil- 
liam D. Branson Ltd., Toronto, 
distributor in Ontario of Guard-X, 
an electrically controlled auto- 


matic fire extinguisher system. 


SELLS 6 BIG MARKETS 
© 350.000 TEACHER READERS 
— @ 10.500.000 BOYS AND GIRLS 


MILLIONS OF PAR ENTS 


rue INSTRUCTOR srenacine 


Four A’s Starts 
Aptitude Tests 
in Philadelphia 


Trial Exam Given 


to 77 Agency 
Candidates 


PHILADELPHIA—The long-awaited 
beginning of the American Asso- 
ciation of Advertising Agencies’ 
effort to find better people for the 
agency field by means of aptitude 
and knowledge testing got under 
way here last week as 77 candi- 
dates took all-day tests under the 
direction of The Personnel Lab- 
oratory, a testing organization. 

The beginning of the test, which 


Advertising Age, December 16, 1946 


in all major advertising centers, 
has attracted widespread attention 
in the agency field. 

Candidates paid $10 to cover 
part of the examination cost, and 
gathered in the auditorium of the 
Philadelphia Electric Company to 
hear the plan of the examination 
outlined by Wesley M. Ecoff, 
president of Ecoff & James, Phila- 
delphia agency, and a member of 
the Four A’s test committee. The 
aptitude test took a full day, was 
segmented into phases such as 
planning and account work, copy- 
writing, research, media, etc. 


Booklets Used 


After the day of aptitude tests, 
candidates were given a booklet 
of questions testing their knowl- 
edge about advertising and were 
given three days to return their 
answers. A sample question on 
media: 

“The manufacturer of a well- 
known brand of chewing gum has 
an advertising budget of $2,500,- 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


Sais! ee 


is expected to be a trial horse 
for subsequent exams to be given 


000 for consumer 


advertising. 
What media would you recom- 


WATCH OUT, INDUSTRY: 
HUMAN PROBLEMS AHEAD 


|Reprint from a full page published in the New York Times | 


How PUBLIC RELATIONS can help solve them 


ee are only a visible part 
of today’s pattern of maladjust- 
ments—and a small part, like the 
tops of icebergs that show above 
water. Strikes are dramatic. They 
dominate any discussion of indus- 
try’s human relationships, because 
the United States lost 120,000,000 
man-days of production in the first 
year after V-J Day. Industry nec- 
essarily has many other difficulties 
in human relationships; with work- 
ers, stockholders, retailers, distribu- 
tors, government and consumers. It 
must maintain good will for its rep- 
utation and products with all its 
publics. 


Industry has brilliantly applied 
the physical sciences in solving its 
technical problems. The social sci- 
ences can serve industry’s human 
relationships in the same way that 
physical sciences serve industry’s 
technological progress. 


How can industry harness this 
knowledge? By using the objective, 
independent judgment of the mod- 
ern technician in social sciences, the 
public relations counsel, who is qual- 
ified by education, professional train- 
ing and experience to apply science 
to practical problems. He analyzes 
his client and the publics on which 
his client is dependent. He uncovers 
causes of maladjustments and mis- 
understandings, and advises courses 


of action to improve the entire re- 
lationship of his client with the 
public. 


He is often asked to meet specific 


problems or crisis situations. More . 


often he is retained on a continuing 
basis to help guide the public rela- 
tions policies and practices of the 
business. 


Faced with today’s incredibly 
complex public relationships, the ex- 
ecutive needs professional advice in 
this field just as he needs a lawyer 
or engineer. 


How can the executive decide 
which public relations organization 
or man is best qualified for his needs? 
It is difficult for him as a layman 
to differentiate among the publicity 
man, the press agent and the coun- 
sel on public relations. It is difficult 
to evaluate the soundness or un- 
soundness of the public relations 
counsel’s methods, or to judge the 
effectiveness of his operations, since 
professional standards are not set 
by the state, as in other professions. 


Here is a guide for organizations 
interested in engaging public rela- 
tions counsel: 

» To make sure of integrity and 


probity, ask for and evaluate per- 
sonal references. 


> To determine financial and credit 
standing, ask for bank references 


EDWARD L. BERNAYS 


A Partnership of Edward L. Bernays and Doris E. Fleischman 


occupying its own building at 


26 EAST 64th STREET, NEW YORK 21 


Copies of these pamphlets 
by Edward L. Bernays 
will be sent without obligation, upon request: 


“The Social Responsibility of Public Relations” 
“Public Relations: A Growing Profession” 


and consult Dun and Bradstreet, 
Inc. or another responsible credit 
organization. 


> To judge performance, consult offi- 
cials of major communications 
media — newspaper and magazine 
publishers and editors and radio 
executives; and present and former 
clients. 


®& To insure that you get seasoned 
judgment and wisdom, ask for and 
study the biographies of the princi- 
pals. For the knowledge to perform 
the intricate work demanded re- 
quires high educational back- 
ground and continuity in the pro- 
fession. No one, no matter how bril- 
liant he may be, can start at the top 
of any profession. Years of ap- 
prenticeship and experience are 
needed to provide sound public re- 
lations advice. 


The BEernays partnership was estab- 
lished in 1919. Mr. BERNaAys charted 
the principles and methods of the 
profession. His books are the author- 
itative texts used in universities. 
The BERNa«ys organization has ad- 
vised clients in practically every field 
and today it is consultant to out- 
standing organizations. Twenty-six 
years is the longest continuing rela- 
tionship with a client, and many 


’ other clients have maintained their 


relationship with this organization 
profitably for years. Mr. BERNAYs 
gives individual consultations on 
special problems in public relations. 


This organization serves or has served clients in, 
among others, the following fields: 
Aircraft 


Amusement 
Automotive 


Machinery 

Manufacturing 

Motion Pictures 

Raking oil 

Brewing & Distilling Publishing—newspapers. 

Building magazines, books 

Chemical Railroad 

Communications— radio Rea! Estate 
broadcasting Retail Trades 

Drugs & Cosmetics Shipping 

Educational and welfare Soap & Vegetable Oils 
organizations Steel 

Electrical Products Sugar 

Financial—Bank & Insurance Telephone 

Foods & Beverages Textile & Appare! 

Government 

Hotels 

Household Furnishings 

Leather & Shoes 


Tobacco 

Trade & professiona) 
organizations 

Transportation 


Extended contractual 
relationship 


Surveys of public opin- 
ion, analyses and 
recommendations 

Confidential consulta- 

| tion on special 


Analysis and adjust- 
ment of special 


We problems problems 
Hii 
“Edward L. Bernays is known as the world’s No. 1 public relation’s counselor.” New York Post. ‘*‘America’s foremost public relations counselor.”” McCall's. 
“The outstanding leader in public relations experience.”” Magazine of Wall Street. ‘The nation’s No. 1 publicist.” Time. 


| 


| 
| 
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Bey 


Lanvin 


PARFUMS 


ARPEGE 
SCANDAL 
MY SIN 
RUMEUR 


The Best Paris Has To Offer 
NOT TOO MUCH—"The best Paris 
has to offer,” as per this Lanvin ad in 
The New Yorker, doesn't seem like too 

much. 


mend? Why?” 

All candidates returned the an- 
swers by the Nov. 25 deadline. 
There were a few women among 
them and two-thirds of them were 
veterans. The majority of the 
people taking the test were col- 
lege students in the Philadelphia 
area, with a controlled sample of 
people already in the advertising 
business. 


Reports as Planned 


Each candidate will receive a 
comprehensive report on his score 
on the exam, together with an 
analysis by the testing organiza- 
tion showing him for which fields 
he is best fitted. A report on each 
candidate will be made available 
to every Four A’s agency in the 
area. 

J. H. S. Ellis, president of Kud- 
ner Agency and chairman of the 
Four A’s special committee, re- 
serves judgment on the Philadel- 
phia test but believes the results 
will justify recommending it to 
other councils and chapters of the 
association. “We hope that simi- 
lar examinations can be given in 
several other cities following the 
close of the spring college term of 
1947,” he said. 

The special committee on edu- 
cation and training started work 
on the examination plan in June, 
1945. Details were announced at 
the Four A’s annual meeting in 
New York last April and to agen- 
cies and advertisers in Atlantic 
City in October. 


Podolsky Buys WBRK 


Leon Podolsky has purchased 
Station WBRK, Pittsfield, Mass., 
from Monroe B. England. He wil! 
ve ownership and _ control 
an, 1. 


FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ADB 
circulation is home-carrier-deliv‘ 
ered with a 73% Bayonne family 
subscription. Get your story int® 
a majority of the homes °i§ 
evenings every week. 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representative 


NEW YORK CHICAGO 
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Dailies Get Bulk 
of Sunkist Navel 
Expanded Drive 


Los ANGELES—“With price ceil- 
ings on oranges removed, we ex- 
pect to accomplish more with ad- 
vertising than we could under 
price control,” Russell Z. Eller, 
advertising manager of the Cali- 
fornia Fruit Growers Exchange, 
said last week in announcing a 
newspaper and magazine cam- 
paign, supplemented by outdoor, 
transportation and spot radio ad- 
vertising. 

The campaign, keyed with 
phrases like “more vitamins per 
glass of juice” and “more ways to 
use,” will appear in black and 
white in 395 newspapers in 300 
cities, in Sunday magazine sec- 
tions, and in baby, parents’, gen- 
eral and farm magazines. 

Comprehensive advertising and 
merchandising required to main- 
tain the market for gains in U. S. 
citrus production were pointed up 
recently by Paul S. Armstrong, 
general manager of the California 
cooperative group (AA, Dec. 2). 

Foote, Cone & Belding is the 
agency. 


Ads Plug Soy Flour 


Victory Mills Ltd., Toronto, is 
promoting the use of soy flours 
and other soy products through 
full-page four-color ads in Cana- 
dian Baker, Food in Canada and 
La Fournee, using coupons to offer 
commercial recipes and informa- 
tion on soy flour. F. H. Hayhurst 
Company, Toronto, handles the 
account. 


Roberts Paint to Cayton 


Cayton, Inc., New York, has 
been appointed to handle the ad- 
vertising of Roberts Paint Corpo- 
ration. Trade publications and 
point-of-sale will be used. 


jin the cattle country, too! 


Yep! Gals in the cow country 
brand their man just hike their 
sisters in the city. They buy 
lipstick and lace . . . groceries 
and gasoline ... furs and fur- 
niture. What’s more... women 
on southwestern ranches read 
THE CATTLEMAN ... read 
it... contribute to it... are 
influenced by it. 


In selecting a medium to sell 
the ranch women of the coun- 
try ... to sell them anything 
and everything that women 
buy ... don’t overlook THE 
CATTLEMAN ... the ranch- 
man’s....and ranch woman’s 
magazine ... that covers the 
ranch market! 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


THE GREAT RANCH MARKET 


Potter Appoints Wild 


John J. Wild, formerly assistant 

sales manager of the television 

equipment sales section of General 

Electric Company, has been ap- 

pointed sales manager of Potter 

— Company, Flushing, 
ee 


Knowles Joins Magazine 

Walter E. Knowles has joined 
the advertising staff of National 
Geographic Magazine, with head- 
quarters in Chicago. 


Appoints Franklin A.M. 


Allan Franklin, formerly of the 
New York Sun, has been named 
advertising manager of the Ameri- 
can Mercury, New York. James H. 
ae has joined the advertising 
staff. 


Rossby Names Waters 


The Rossby Company, New York 
knitwear and sportswear manu- 
facturer, has appointed Norman D. 
Waters & Associates for a national 
magazine campaign. 


To Seidenbaum Agency 


Intercontinental Marketing Cor- 
poration, New York and Chicago, 
has named William G. Seidenbaum 
& Co., New York, to direct adver- 
tising for its lines of photographic 
products. 


Lustra Names Freeman 


W. R. Freeman, formerly gen- 
eral sales manager of the lighting 
and appliance division of the Wa- 
bash Corporation, a subsidiary of 
Sylvania Electric Products, has 


ae 


. 


33 


been appointed vice-president in 
charge of sales of Lustra Corpora- 
tion of America and its affiliated 
company, Amplex Corporation, 
both in New York. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1 
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The Great Newspaper of the West 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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Regional Selling 
Units May Face 
New Court Test 


WaASHINGTON—A new court test 
of the legality of regional sales 
agencies for an industry seemed to 
be shaping up last week as nine 
New England brick manufacturers 
and five manufacturers of facing 
tile denied that their cooperative 
selling plans constituted unlawful 
price-fixing combinations. 

In rejecting FTC’s complaint 
against their arrangement for sell- 
ing at uniform prices through a 
mutually-owned sales agency, the 
brick and tile firms, in separate 
answers, referred to a 1933 Su- 
preme Court decision upholding a 
similar setup sponsored by 137 
producers of bituminous coal in 
the Appalachian region. 

This agency, Appalachian Coals, 


ADS PULL 
LONGER 


Because — 
KEPT and STUDIED 
eo 
Read and Discarded 


MINIMUM 


GUARANTEED 
CIRCULATION 


Four dynamic sports-picture 
annuals spread your advertis- 
ing over a whole year at sur- 
prisingly low cost. Estimated 
6 to 10 readers per copy— 
every issue a sell-out—each is 
timed for longest possible 
pulling power. Interest in 
spectator sports now at all 
time high assures continued 
growth in effectiveness. W rite 
today for full details. 


Whe 


HORNE 


GROUP 
ELBAK PUBLISHING CO 


\ Pert P-116, Mt. Morris, Ml 


Inc., was to determine the price for 
the coal produced by the 137 pro- 
ducers, controlling about 64% of 
the output of their own four states 
and the immediate surrounding 
territory, and about 12% of total 
coal production east of the Missis- 
sippi River. 
May Review 193° Ruling 

If the brick and tile firms fol- 
low through on, the defense that 


was outlined in the answer to FTC 
last week, and an order is eventu- 


ally issued against them, the pres- 
ent Supreme Court may have an 
opportunity to review the 1933 rul- 
ing that price-fixing agreements 
among competitors who control 
only a portion of the market are 
not necessarily illegal. 

The five tile firms, producing 
60% of the facing shipped from 
Ohio and Pennsylvania, and the 
nine brick firms, controlling 74% 
of the brick manufactured in their 
area, asserted that their regional 
sales agencies—Brick and Tile 
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Sales Corporation, Canton, O., and 
Colonial Clays, Wooster, were “ve- 
hicles or mediums” organized “un- 
der and pursuant to the regional 
sales agency plan approved by the 
Supreme Court in the Appalachian 
Coals case.” 

Under this plan, the manufac- 
turers “jointly and cooperatively 
eperated to suppress competition 
and fix and maintain the price” of 
their product, they conceded. 

The commission’s complaint con- 
tended that the arrangement “sub- 


stantially lessened competition” 
and resulted in “unfair and oppres- 
sive price discrimination against 
portions of the purchasing public,” 
as a result of matched quotations 
nullifying the natural price ad- 
vantage that would ordinarily fall 
to the plant nearest the scene (AA, 
Oct. 28). 

Untested since the changed Su- 
preme Court and the fresh anti- 
trust approach of the New Deal, 
the Appalachian coal decision is 
reportedly questioned by the pres- 


be 
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* 
DON’T LET “GLAMOUR” BLIND YOU TO YOUR OUTSIDE AUDIENCE 


on the Pacific Coast, ecther! 


*Approximately half the retail sales on the Pacific Coast are made outside the “‘glamour”’ 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, Seattle 


and Spokane are located—only Don Lee completely covers the OUTSIDE as well as 


the INSIDE half ...a C. E. Hooper 276,019 coincidental telephone survey proves it. 


Give the waiting outside audience a present on the 
Pacific Coast—put your radio show on Don Lee, 
so they can hear it. Otherwise, they can’t! 

All four networks cover the inside, or seven 
“glamorous”’ major metropolitan county areas 
but only Don Lee is big enough to deliver the 
“meat and potatoes” outside audience also. 

How come? Most markets on the Pacific Coast 
are surrounded by mountains—s,000 to 15,000 
feet high—and the long-range broadcasting of 
other networks can’t reach them. Don Lee, how- 
ever, hasa station located within every important 
mountain-surrounded market. Don Lee stations 
total 4o—more than all other Pacific Coast net- 
works combined. Matter of fact, in 26 rich mar- 


kets, Don Lee has the only station. 


When you reach the Pacific Coast outside 
audience (by using Don Lee, of course), you are 
tapping a sales market representing about half 
the Pacific Coast population of over 12 million 
people, who account for nearly 50% of the 9 bil- 
lions in Pacific Coast retail sales each year. 

Put Don Lee first on your radio advertising 
schedule for 1947 and cover the Pacific Coast 
completely, inside and out.Remember: More than 
9 out of every 10 radio families on the Pacific 
Coast live within 25 miles of a Don Lee station. 


CITY EXAMPLE NO. 8 : ASTORIA, OREGON 
An exclusive Don Lee outside market 
TOTAL RETAIL SALES $16,080,000 


Sales Management, 1946... Survey of Buying Power 


The Nation’s Greatest Regional Network 
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ent staff of the Department of 
Justice. 

Structural Clay Products, Inc., 
Washington, trade _ association 
mentioned in both complaints, de- 
nied that it had sponsored the re- 
gional sales agency plan. 


Two Appoint Spier 
The Louisiana State University 


Press, Baton Rouge, and Roy Pub- 


lishers, New York, have appointed 
Franklin Spier, Inc., New York, 
to handle book advertising. 


Appoints Twiss Agency 

The House of J. Hayden Twiss, 
New York, has been appointed to 
handle the advertising of Seaboard 
Distributors, Newark, distributor 
of chemicals. Trade publications 
and direct mail will be used. 


Offers New Pest Killer 


B. F. Goodrich Chemical Com- 
pany, Cleveland, has developed a 
new agricultural chemical for use 
against blights, diseases, and pests 
of various kinds, the adhesive 


character of which prevents its 
being washed away after applica- 
tion by rain, dew, or other mois- 
ture. The new product is one 
of a group known by the trade 
name “Good-Rite.” 


GM Ups Husted, Kelley 


Marjorie C. Husted, director of 
the home service department of 
General Mills, Minneapolis, for the 
past 20 years, has been advanced 
to the new post of consultant to 
the officers and executives of GM 
and its agencies in the field of 


contacts and relations with wom- 
en. Janette Kelley, assistant di- 
rector of the home service depart- 
ment, has been named to succeed 
Mrs. Husted. 


Novo Plans Campaign 


Novo Engine Company, Lansing, 
Mich., manufacturer of various 
types of contractors’ equipment, 
has planned a business paper cam- 
paign for its Pronto-Prime self- 
priming centrifugal pump. Florez, 
Phillips & Clark, Detroit, is the 
agency. 


THOMAS 8S. LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mer. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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CASH IN ON THIS 
OPPORTUNITY 


to get your sales 
story before 


18,000 FIRMS 
60,000 READERS 


1947 
DEALERS’ SPRING 
REFERENCE NUMBER 
American Lumberman & 


Building Products 
Merchandiser 


to be published 


APRIL 12 
Closes March 25 


Covers All Products Sold and Used by 
Lumber and Building Products Mer- 
chandisers . . . 


OVER 300 PAGES 


of Vital Information 
for Retail Merchandisers 
of Building Products 


— CONTENTS — 
Products Data Manual 


Concise ready-reference data on all prin- 
cipal products handled by retail organiza- 
tions. Extremely valuable product use, 
application, specification and estimating 
information. Many accompanying illustra- 
tions. 


90 Pages of Buyers’ Guide 

A classified directory of principal manu- 
facturers of all products sold and used by 
building products merchandisers. 


Brand Names Directory 

A comprehensive alphabetical list of the 
principal brands of building products of 
all kinds and who makes them. 


Over 300 Pages 

Of vital information that every building 
products merchandiser needs—all system- 
atically arranged for quick, easy finding. 


10 WAYS YOU PROFIT 


|. Your message is placed before 18,000 
leading concerns for year-around ready 
reference. 

2. For the first time your advertisement 
with its sales story is placed in the 
same section with editorial reference 
data on your type of product. 

3. You register your sales points with 
BOTH wholesalers and retailers who 
merchandise the primary volume of 
materials going into home and farm 
construction. 

4. You tie your product story into one 
of the building products merchants’ 
primary working tools. 

5. You get your products’ merits before 
all important dealer personnel. 

6. You make it easy for buyers to turn 
quickly to information about your 
products. 

7. Your message gets attention when the 
dealer is deciding on purchases. 

8. Your sales story has high reader vis- 
ibility. 

9. You get your listings in the Buyers’ 
Directory in bold type. 

10. Each listing in the Buyers’ Directory 
carries the page number of your 
product story. 


Ask us about placing your ad adjacent 
to editorial reference data on your 
type of product. 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS 
MERCHANDISER 


139 N. Clark St. 
Chicago 2, Ill. 


Pes 


fc te a eos! Be st . a 4 i <P SaaS acsgall Ce 
: . , . , il ; 7 : ‘ we eee sce AN : 4 iy ey . eee . aa rn a t Pray Git, er Y “ wie ‘si ae bs Soy: P ok i aia : 
16 eC | i ae 
.” | | a 
S- . ee 
st | 2 e 
_" ee 
ns = : ae or ie 
d- i ee 
at © 4 : 
al, @ | ' 
. Po | 7 
ae : 
* 
N Md i, : on -e> TTT ss KM) 6 oe AA wyyyyyy SIN « " 
od Be 2 Bes oereeen st & st wy fd, 6 gad eptating Vy, y fh Ad tira eee me: Ve oO ‘ “bij if, ; Po 7 
ee —_—_-- . — —— eae Sete we i a 
q 4 
| _— —— 
5] / at ena 
4] : Se ae ee 25 |: - 
se) er a SS Wig toa7 ape RS” 
eg ~\ MS ? REere NG | : 
a ¢ al if ins ’ i. ae og "4 me ~ ‘ =< 2 : E a ERENCE res 
sae 4 \ } baat is Z cat a rae a N U M B E il 2 7 
= ( . a via 4 Lao’ al : Ai A y ~ | tes Ine. leding R f ' E 
r> 2 ee His UCTS Ding 
» ie Ke) CTory | 
wn’ | Re Boog f ree ae ‘ i , oa 
* ; ee Bt oe: ~ a ee ee { E 
Z ' rea ey ie tee re] ' me ie er aa ‘2 > SB, ee oat AS ‘s ein Bian 
eee ee i j= ee : aoe \ ag 
i i an i, (eee “yi & ei. 
eee. ee ee : eer, TS it — UL ae > ain : = 
If r ‘ ae ear 0 0=—C Se ,  F A, a ee 
| : «] * of ee * —— 7 ‘. ine thd ob gg e z coc ier e = re * . 
n a fie ‘ oa es ~ Bb a Rela wg heavens ee «ge eg a 3° Y ee 
- | a ee. a - TP as ae fas : . : " 2 - 
¢ % 7 ae i 3 or ; a 0) 25 
- : Sy ee tee i : o> ae i A ¥ ei 
g “Fl ; oi cs “- “4 ky / = 
st a Coa So Se ey! rd, tS. Oe Ss oes 
<. o a —_— on PEE ine a ws ai 
ee a Re i ae a ke ; - ‘4 * : +. ras * i 4 : 4 a 
1. . / — —_— a : se : is “ * ‘ ? , y) ZB ie 
iF fe ie. (RS es a 
f t i : ‘ Ss pes . . ~s 4 4 ea 4 + * , . 
N i f J ‘s > oe ‘ P ee i 4) ie. 
é ‘ ¥ my, : > 5 ae 
ae : ; Bene {\ ; Be: P, ae 
0 | <u Ot ae = oo 
=¥ ‘ ; ea" . . Res oe : - ‘Y Fo a = 
a . ea fee . Pe oy eS — 
wei “ A 2 
= ‘ “a J i 
= ae e a 
a ai wy / a 
=f : : 4 ii i ~~ O «x 
OADCASTING SYSTEM = SSS CROW... pe. | 
- J | 7” ' : Po 
: ws 
| \ 
f. * 
= ; y. P F > = : i Serene s <i i : >. ; hee, . i = 7 3 Pas mi 


CHICAGO 


& a 
NEW YORK 
LOS ANGELES 
Bie = 
od 
s 2 ON 
i. _ . — - 


Caples Claims 
Video Soap Opera 
Formula Success 


Agency's Unsponsored 
Serial Gets Favorable 
Reaction in Poll 


New YorK—Soap opera has 
made its inevitable debut in tele- 
vision, and if viewers’ reactions 
to its pioneering performances are 
any indication, this long-time 
standby of commercial radio offers 
a good bet to figure importantly 
in commercial video programming. 

Oddly enough, ,the first televi- 
sion soap opera is being brought 
to the video screen by an adver- 
tising agency, the Caples Com- 
pany, which has never had a 
soap opera on radio—in fact, has 


no network show on the air at 
present—but sees television as a 
powerful advertising medium for 
its railroad and resort clients 
(Union Pacific, American Express 
and others). 

The man directly responsible 
for the Caples experiment is 
David P. Lewis, the agency’s tall, 
dark and serious 
director of radio Be 
and television, 
who had never 
set foot in a 
television control 
room until early 
this year. 

Last April he 
quietly began 
producing week- 
ly programs on 
the DuMont sta- 
tion, WABD. He 
tried out seven different formats 
—comedy, variety, interviews—on 
about two dozen telecasts. In Oc- 
tober he took some pages from 
an unfinished novel he had started 
some years ago and whipped out 
the opening episode of a dramatic 


David P. Lewis 
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serial he titled “Faraway Hill.” 

The night it was telecast, Mr. 
Lewis raced home and put to- 
gether a second episode for the 
following week. A fortnight ago, 
with “Faraway Hill” approaching 
its eighth episode, the writer-di- 
rector-producer decided it was 
time to sample set-owners’ reac- 
tions. 


Hasn’t Sought Sponsor 


Although he had not yet—and 
still hasn’t—offered the serial for 
commercial sponsorship, Mr. Lewis 
felt reasonably sure he had 
evolved a successful formula for 
visual soap opera. To get some 
tangible evidence he mailed post- 
card questionnaires to 3,600 set 
owners in the New York area. He 
asked them if they had seen “Far- 
away Hill” (station, time and 
agency were not mentioned), how 
many episodes of the serial they 
had seen, and how they liked it. 

Among the first 400 cards re- 
turned, 50 had to be ruled out 
for various reasons. Among the 
350 who could be classified as 
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One of Americas Great Newspapers 
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A FACE BUT CAN’T SHAVE? 


A CLOCK of course. And it's high time we reminded advertisers again 
that Pittsburgh is a unique morning newspaper market—with two-thirds 
of its buyers and two-thirds of its sales in the surrounding 144 cities and 
towns within a 50-mile radius. Only the Post-Gazette adequately delivers 
this outside market of TWO MILLION, as well as the ONE MILLION 
central city folks. 


POST-GAZETTE 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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VIDEO SOAP OPERA—City girl (Flora 
Campbell) meets farm hand (Mel 
Brandt) in "Faraway Hill," television's 
first soap opera, being produced on 
WABD, New York, by the Caples 
agency. Started in October, the serial 
has reached its tenth episode. 


potential viewers, 310 had seen 
the program. Of these, 88.71% 
rated the show “fair” or better, 
77.74% “good” or better, 55.16% 
“very good” or better, and 10% 
“excellent, couldn’t be better.” 

Viewers who classed the serial 
as excellent had seen an average 
of 7.42 episodes each; those who 
rated it very good had seen 6.09 
performances each; those who 
rated it good had seen 5.03 epi- 
sodes each; those who rated it fair 
had seen 4.26 episodes each, and 
those who rated it poor had seen 
2.86 episodes each. 

The percentage of audience 
reached of the total considered 
as available was 88.57. 


Criticism Varies Widely 


Criticisms ran the gamut from 
“don’t care for soap operas,” “too 
melodramatic,” “doesn’t hold in- 
terest,” to “very fine,” “perfect,” 
“wonderful.” . 

The number of viewers per set 
averaged nine, a higher figure than 
generally expected. 

Pleased with these findings, Mr. 
Lewis feels the experiment has 
succeeded in establishing a format 
so workable that the serial could, 
if desired, be continued “forever.” 
While the program thus far has 
been telecast evenings only once 
a week (Wednesdays, 9-9:30 p.m., 
EST), Mr. Lewis hopes soon to 
try out a daytime serial, aired per- 
haps three times a week. 

The present one-a-week sched- 
ule called, in its planning, for a 
strong carry-over from one epi- 
sode to the next and a synopsis 
for each week’s chapter. 


Also Uses Prologue 


The synopsis takes the form of 
a re-enactment of the final scene 
from the preceding episode, 
slightly abridged and adapted to 
include a general outline of the 
story for the benefit of new view- 
ers. This “prologue” takes from 
two to three minutes, and always 
begins with the words “Faraway 
Hill” to identify the program, as 
this synopsis precedes the program 
titles. 

“Faraway Hill,” thus far, 
evolves about a young widow who, 
seeking rest after her bereave- 
ment, goes to visit the country 
place of a cousin she has never 
met. Expecting to find a luxurious 
estate, she is shocked to discover 
her cousin is a “dirt farmer.” She 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 


be doing just that. manufacture 
There’s a.7 billion and Sell 


dollar market you 
COSMETICS 


could encourage 
simply by letting§ - 
these poe e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising 
the Negro papers can earn his confi- 
denee, good will and regular patronage 
But whether your product is cos- 
metic, food, drink, wearable, or “ 
thing else, it will pay, you to write 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach: 


great and growing market. 
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feels out-of-place at “Faraway 
Hill,” as the farm is called, and 
is about to leave as gracefully as 
possible when she finds herself 
falling in love with a farm hand, 
who in turn is engaged to another 
girl. The city girl decides to stick 
around, and, of course, complica- 
tions ensue. 


‘Eats Up’ Story 


Unlike radio soap» operas in 
which the plot can be stretched 
out to develop very slowly, a tele- 
vision serial must have action 
which projects events, Mr. Lewis 
has found. A video soap opera 
“eats up” material. Sets need not 
be elaborate, however, and re- 
hearsals need not be overlong and 
costly. 

Costs of the Caples shows, in- 
cluding talent, properties, sets, 
costumes and rehearsal charges 
(but not air time) often have been 
less than $200 and seldom exceed 
$400 per program. 

Mr. Lewis has plotted his video 
serial to run in 13-week cycles, 
each ending “with an air of final- 
ity, yet with a definite indication 
that something is brewing,” to 
carry it into a new phase. “Far- 
away Hill” will complete its first 
cycle this month. 

It very possibly will be offered 
for sponsorship next year. But in 
the meantime the Caples agency, 
believing an 18-hour television 
day is not far off, is concentrating 
on gaining valuable experience in 
a medium which it feels to be 
more suited to the needs of cer- 
tain of its clients than radio. 

Also, quite frankly, the agency 
sees a chance of interesting new 
clients by reason of its pioneering 
experience in video. 


is the combination that 


WRNL in Richmond offers. 


With a high-average 
per capita income— 


$1,445 


$1,117 


RICHMOND _ U.S. 


Plus a high-average per 


Lilli Ann Suits 
Effort Mapped 


San FRANcIsco—Lilli Ann, San 
Francisco suit manufacturer, will 
launch on Jan. 1 what may be 
the most extensive national adver- 
tising campaign ever scheduled to 
promote women’s suits. 

The campaign will use page ad- 
vertisements in national maga- 
zines, large-space copy in business 
papers, 24-sheet posters through- 


out the country, car cards in lead- 
ing cities, and merchandising tie- 
ups with stores carrying Lilli Ann 
suits, 

The full-color outdoor posters 
will come out at the height of the 
spring season, March through 
Easter. Car cards and magazine 
copy as well as the outdoor post- 
ers are being illustrated by Gerry 
Hinkle, fashion artist recently 
named advertising director of Lilli 
Ann. Foote, Cone & Belding is the 
agency. 


Appoints Whitlock 


Allen M. Whitlock, formerly ac- 
count executive of Marschalk & 
Pratt, New York, and prior to that 
with Benton & Bowles, has joined 
Kastor, Farrell, Chesley & Clif- 
ford, New York, as account execu- 
tive. He will work on the Blatz 
Brewing Company and Hickok 
Mfg. Company accounts. 


Names Meek & Thomas 


Automatic Sprinkler Corpora- 
tion of America, Youngstown, O., 


3/ 


has appointed Meek & Thomas, 
Inc., Youngstown, to handle its 
advertising program, which in- 
cludes business and financial pub- 
lications. 
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The Yankee Network. 


NEW ENGLAND 


You can paint compelling word pictures of your product... not by dibs and 
dabs but with ONE sweeping stroke . . . when you use the coverage brush of 


“4 copite retell sales — It's the kind of coverage that penetrates every part of 24 key markets. In the = 
a coming days of keener competition, rapidly increasing self service stores and | a 
ver changes in merchandising, you need the consistent sales appeal provided by ae 
wer the direct impact of Yankee's 24 home-town stations. he 


RICHMOND _ U.S. 


Your WRNL advertising 
means greater sales return 
for each advertising dollar. 


pteceplance 4 THE YANKEE NETWORK'S Foundation 


THE YANKEE NETWORK, inc. [ie 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON 15, MASSACHUSETTS 


Represented Nationally by EDWARD PETRY & CO., INC. 
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Sign of the Hog 


“Tue most skill’d Hairhands of the Provinces... at benches 
of well-seasoned Beech planking, worn smooth and color’d 
like an old Viol”. ..in the brushmaking shop of John Hannah, 
Second and Chestnut Streets, Philadelphia in 1772 .. .“set 
China and Russia Bristles from wild Boar and Swine .. . into 
stocks from the Legg bone of the Ox... made buckle, tooth, 
and comb Brushes... Sweeping, Weaver’s, and Painting Brushes 


... Yard Brooms and Besoms.. .” 


Sweerinc both spheres for breaking news, the modern press 
might take as its symbol the brushmaker’s mark . . . for the 
newspaper brightens the day with brisk dispatches . . . brings 
the hidden into the open... stirs up stories and furbishes 
features... paints factual pictures of all the world’s happenings 
and events... bristles with anger at unjust actions... makes 


the dust or fur fly in whatever concerns the public welfare. 


In Puapepuia, The Inquirer sweeps your sales messages 
into more than 600,000 of the market’s finest homes... 
empties shelves of stocks . . . performs dependably for department 
stores, local merchants, and national sellers... piles up 


profits for all smart advertisers. 


The Philadelphia Pngquirer 
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Because it is one of a long and dis- 
tinguished line; because it is also one of 
those rare advertisements that all by 


itself creates an immediate and unforget- 
table impression; because to do this it 
uses words and picture in almost perfect 
relation; and, finally, because it appeared 


You Ought To Kow ‘ 


If Hughie Jennings, the famous star of 
the old Baltimore Orioles, had been able 
to sell the parents of a southpaw center 
fielder on the Cornell ball club the idea of 
letting their son play professional base- 
ball, Graham Patterson 
might have been a ball 
player, not a publisher. 

But the Pattersons 
wanted their son to 
finish college, and after 
he graduated from 
Cornell he spent a 
year as general secre- 
tary of the Christian 
Association, assistant 
professor of physical 
culture at Cornell, and 
coach of Ithaca High 
School’s baseball team. 

That year’s activities are a keynote to 
Graham’s personality; he is still notable 
for his interest in sports (he instituted 
sports sections in both Farm Journal and 
Pathfinder) and for his association work, 
which: has ranged from the United Negro 
College Fund to the Bowery Mission. 

In 1905 he joined Federal Electric 
Company of Chicago as advertising man- 
ager, After a year, observing the tactics 
of media salesmen, he went to Funk & 
Wagnalls, which was starting a new 
magazine, Circle. He provided 72% of 
Circle’s business, but chuckles today in 
recalling that the magazine needed some- 
one to provide “72% more.” It folded 
after a year, and Graham began as a 
publisher’s representative, selling Subur- 
ban Life and Pacific Monthly. 

When Sunset took over Pacific Monthly, 
he became the Chicago manager of Sun- 
set, and was a mainspring in the move- 
ment which led to purchasing the maga- 
zine from the Southern Pacific Railway. 
A little later, he owned stock in both 
Sunset and Suburban Life, and the late 
Otto Koenig, publisher of the Christian 
Herald, tried to hire Graham away. When 
he declined, Mr. Koenig offered him the 
midwestern representation of the maga- 
zine, which Graham took. He hired two 
additional men to work on the three 


Graham Patterson 


“Mow sag trot the bind ith j 
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on the back cover of Life, only a week 
after we wrote that almost no one in ad- 
vertising appeared to have learned any- 
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thing from that magazine’s editorial con- 
cept of this relationship, the Niblets adver- 
tisement here seems to us to be one of the 
three or four best advertisements of 1946. 


e e Graham Patterson 


Magazines. 

In 1918 Mr. Koenig died, and Graham 
bought the Herald from the estate. 

As the Herald’s publisher, until 1929, 
Graham became active in many fields. 
He was chairman of President Wilson’s 
American China Famine Fund, and raised 
$8.5 million for relief; he was president 
of the Bowery Mission and of the Chris- 
tian Herald’s Children’s Home. Associa- 
tions and charities still occupy his time— 
he is chairman of eastern Pennsylvania’s 
United Negro College Fund, and raised 
more than $100,000 this year, and is 
chairman of the board of Metropolitan 
Philadelphia Society for Crippled Chil- 
dren. 

In 1929, the Herald was taken over by 
the Christian Herald Association and op- 
erated as a non-profit enterprise. 

In 1935, Joseph M. Pew Jr. took over 
the Farm Journal, and offered Patterson 
the publisher’s post and a stock interest. 
The Journal was ailing, a slim 24-page 
paper. Patterson decided to go over, amid 
some jibes from his colleagues, one of 
whom told him: 

“Pat, if you become as good a farmer 

as you were a Christian, God help the 
farmers.” 
. His first move on the Journal was to 
scrap a $400,000 printing plant, jerk the 
Journal out of Philly and give it to R. R. 
Donnelley & Sons in Chicago, in order 
to get the high-speed printing which 
Donnelley was giving Time. Patterson, 
who moves with a brisk, kinetic energy 
himself, is a speed printing enthusiast, 
and reels off production and distribution 
times with relish. 

The circulation of the Journal climbed 
to a peak of 2,700,000 just before the 
war. After Pearl Harbor, Graham ana- 
lyzed his list for urban subscribers, and 
asked them to discontinue their subscrip- 
tions so that bona fide farmers might 
have them. Circulation dipped to 2.5 
million, is currently 2.6 million. 

In 1943 he acquired Pathfinder from 
Emil Hurja, and moved its production 
from Washington to Chicago, although 
the magazine is still edited in the capital. 
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He switched it from a weekly to a fort- 
nightly, is convinced it was a wise move. 
Pathfinder has had a recent upsurge, 
climbing from 400,000 circulation in Oc- 
tober, 1945, to 1,000,000 in 1946. 

If he has a publishing formula, it con- 
sists of speed printing, last minute re- 
ports (200 farm operators advise the 
Journal of local market and crop condi- 
tions just before it goes to press), aboli- 
tion of continued stories (he says reader- 
ship studies support this departure from 
common magazine practice), brief ar- 
ticles, with several on one page (he says 
it improves advertising readership, that 
the reader tends to look around as he 
finishes each short item). 

Both his magazines are beamed at the 
small town and rural market, and 
Graham is a small town enthusiast, quick 
to recite statistics such as “you probably 
don’t realize that 60% of the people in 
the country live in towns under 25,000 
population, and that 45% of the indus- 
trial employes live in towns under 
25,000.” 

He was chairman of the rural and small 
town division of the Committee for Eco- 


nomic Development. 

He lives in Ardmore, on Philadelphia’s 
starchy Main Line, with his house over- 
looking the Merion golf course. An ardent 
clubman, he belongs to the University 
clubs of Chicago, Cleveland and New 
York; to the Cornell Club of New York; 
the Detroit Athletic Club; the Racquet 
and Downtown clubs in Philadelphia, 
and the Merion Golf Club and Cricket 
Club. At the 40th annual banquet of 
Philadelphia’s Poor Richard Club in 
January, 1945, Graham, then its presi- 
dent, presented the club’s gold medal to 
Bob Hope for his outstanding work in 
“America’s wartime entertainment force.” 

At 65, Graham looks 15 years younger 
than he is, moves with a quick, agile 
grace. He smokes a pipe, talks rapidly 
in a soft, almost boyish voice. 

He has one child, Elizabeth, who is 
married to an Army colonel and lives in 
Evanston, Ill. His son, John, who was 
a rising young salesman on the Journal’s 
Minneapolis staff before the war, was a 
Navy flier, and was lost off the U.S.S. 
Ticonderoga during a raid in the China 
Sea. He has four grandchildren. 
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PERSONALIZING BOOKS BY STAMPING NAME 
ON COVER IN GOLD JUMPS SALES 


Our readers are familiar with 
the tremendous success of the 
Illinois Merchandise Mart (AA, 
May 6, 1946) in selling hun- 
dreds of thousands of billfolds 


by. stamping the customer’s personalized library yours for the first time! 


@ Adds new beavty te your 
collection 


name in gold. Now comes a 
book seller, John Landers, 475 
Fifth Ave., New York 17, N. Y., 
who has applied the same idea 
to books. 

Customers may select any 
book from any publisher, and 
if it is obtainable, Mr. Landers 
will stamp the customer’s name 
in 24 kt. gold at no extra cost. 
You merely pay the regular 
retail price of the book. 

In commenting about the 
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@ Speeds borrowed books home 
again 


@ Acts os hondsome ex libris 
notice 


ONE SE personalized booksellers 


Please send me the following beoks: 


OW ANY BOOK YOU ORDER! 


ANY BOOK FROM ANY PUBLISHER is 
yours with your name stomped in 14-kt. 
gold—ot no extra cost. 


The easeies! way te buy al! your books. 
Simply shop the pages of your favorite 
newspoper and rush coupon below. Whet 
@ wenderful gift for any occasion! 


(We pay postege) [) C.0.0. 


idea, Mr. Landers says: “I have 
long been a sufferer of unre- 
turned borrowed books, and 
many times I wished there were a sure- 
fire way of insuring their return. I felt 
there were many others in the same boat, 
so borrowing the idea from the hotel 
towel, I felt that this means would be 
applicable to books. 

“The stamping idea is a natural for 
this product. The public has been edu- 
cated to expect their name stamped on 
their personal objects such as wallets, 
fountain pens, pencils, hats, etc. Why not 
books? 

“Selling advantages as I see them are: 
(1) Speeds borrowed books home again; 


business Chart of the Meck 


ECONOMIC CHANGES IN CONSUMER SPENDING UNITS, 1935-46 


(2) acts as handsome ex libris notice; 
(3) adds new beauty to your collection; 
(4) satisfies the ego; (5) beautifies your 
library at no extra cost; (6) makes a 
wonderful gift, and (7) makes buying 
books by mail a pleasure.” 

So successful has the trial campaign 
proved that Mr. Landers is expanding on 
a natural scale with full pages offering 
books of other publishers and a huge 
direct mail promotion. 

Bud Getschal, account executive, the 
Blaine-Thompson Company, 234 W. 44th 
St., New York, handles the account. 
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Now...the LOCAL SAI 
the LOCAL NEWSPAPE 


into a NATION 


Now... for the first time . . . you can buy black- 
and-white, run-of-paper, weekday and Sunday 
newspaper space in a national or sectional pack- 
age. Now... with one order and one bill... you 
can cash in nationally on the local selling power 
of the /ocal newspaper. 


That’s one of the big advantages A.N.A.N. 
offers you. Here are some others: 


THE LARGEST DAILY AUDIENCE ever as- 
sembled in one package. 


A CHOICE OF MARKETS... 
or sectional basis. 


INTENSIVE COVERAGE of the 318 “profit” 
counties in which 72% of the nation’s retail sales 


on a national 


ANAN: 


and 81% of urban population are concentrated. 


COUNTY-BY-COUNTY MARKET AND 
MEDIA DATA compiled within 48 hours to 
meet individual needs . . . and without charge to 
prospective advertisers. 


DISCOUNTS FOR VOLUME AND FRE- 
QUENCY ... making an economical medium 
still more economical. 


ORIGINAL RESEARCH. Objective studies to 
help make your advertising more productive. 


These are advantages that Will serve you well 
in the competitive days ahead. For full details on 
what the A.N.A.N. can do for you, ”* int touch 
with our nearest office. 


American Newspaper Advertising Network, Inc. 


NEW YORK 
220 East 42nd Street 
Tel. MU 7-7177 


CHICAGO 


6 North Michigan Avenue 
Tel. State 2944 
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5 EFFECTIVENESS of 


A has been harnessed 


WAL MEDIUM 


| vam 


ANTA JOURNAL 
TIMORE SUN 
MINGHAM NEWS AGE-HERALD 
STON GLOBE 
STON HERALD TRAVELER 
ARLOTTE OBSERVER 
ATTANOOGA NEWS-FREE PRESS 
TIMES 
CAGO TRIBUNE 
CINNATI TIMES-STAR 
UMBUS DISPATCH 
YTON NEWS 
MOINES REGISTER AND TRIBUNE 
SNO BEE 
RTFORD COURANT 
MANAPOLIS NEWS 


' 
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and more newspapers coming 


LOS ANGELES TIMES 


LOUISVILLE COURIER-JOURNAL 
AND TIMES 


MILWAUKEE JOURNAL 


MINNEAPOLIS STAR AND TRIBUNE 


NEW HAVEN REGISTER 


NEW ORLEANS TIMES-PICAYUNE 
STATES 


NEW YORK NEWS 

NEW YORK TIMES 

NORFOLK LEDGER-DISPATCH 
VIRGINIAN-PILOT 

OMAHA WORLD-HERALD 

PHILADELPHIA BULLETIN 

PHILADELPHIA INQUIRER 

PHOENIX REPUBLIC AND GAZETTE 
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12,000,000 daily circulation, 15,000,000 Sunday circulation... 
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PORTLAND OREGON JOURNAL 

PROVIDENCE JOURNAL-BULLETIN 
AND SUNDAY JOURNAL 

SACRAMENTO BEE 


SALT LAKE CITY TRIBUNE 
AND TELEGRAM 


SAN ANTONIO EXPRESS NEWS 
SAN FRANCISCO CHRONICLE 
SEATTLE TIMES 


SPOKANE SPOKESMAN-REVIEW 
AND CHRONICLE 


ST. LOUIS POST-DISPATCH 

TOLEDO BLADE & SUNDAY TIMES 
WASHINGTON STAR 

WORCESTER TELEGRAM & GAZETTE 
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Johnstown Adclub Elects 


The Advertising Club of Johns- 
town, Pa., which celebrates its 
34th anniversary next spring, has 
elected Homer B. Ruffner, Modern 
Office Supply Company, president, 
Other officers elected are Carl Gil- 
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3 2 atm uture Doubtful AM broadcasters; 34.2% from|vice-president; Don C. Nokes, @ oatio 
F - A a’ o oe . oe Fe . Leader newspapers. With 540 approved to Johnstown Poster Advertising baby 
rozen 00 s n US y s om usiness 3 date, 74.6% of grants went to AM eget ng pt cre Reema a S. will 
WASHINGTON — A s Republicans broadcasters and 37.8% to persons Robb, Titan Letter Shop, treasurer. oa 
consider organization of the new 


: ; with newspaper interests. roi eae color 
Congress, there is something of a . . 
movement to make sure that Rep. *¢ Omega Oil to Redfield McCt 


Wright Patman is effectively pre-| As the end of the year ap-| Omega Chemical Company has panic 


vented from retaining his stand-|proaches, the Commerce Depart- |named Redfield - Johnstone, New @ throt 


F you are an advertising or sales executive, either ing as the central congressional|ment’s index of income payments | Y°rk, to direct its advertising for Th 
; individuals stands at the all-| Omega oil. Newspapers and radio duce 
figure in small business matters. |to individuals stands a e all-| Will be used. Cecil & Presbrey, 


client or agency, interested in selling to the ex- To deprive the Texan of a|time peak rate of nearly $165 bil-| New York, will continue to handle tribu 
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panding frozen foods industry: the frozen foods sounding board for his legislative |lion for the year. Since the index|the advertising for Omega rub. a 
om ] f Saad ideas, some Republicans would | includes income of farms and un- seit Os . IV" 
7 processors, frozen food locker plants, frozen foo eliminate the independent small|incorporated businesses as well as A M Burbank — 
= stri brok f foods, man- business committee of the House,|wages, interest and net rents, it| &erco Moves to burba bell’s 
7 wholesale distributors, brokers of frozen foods, ; ; ; A Cc tion, Hollydal so 1 
= i ’ and turn over small business mat-|moved up dramatically in October | , H€rCo . -OrDOrAL On, ea i We 
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‘ committee. agricultural income increased only | general offices to Adel’s plant in A 
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a : . eign commerce committee, he has 
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Wilson Wyatt’s defeat was some- Ca: 
what spoiled for the housing lobby soup: 
when President Truman reiterated nal ¢ 
° e support for the Wagner-Ellender- ae 
Total Circulation Now 10,000! Taft bill authorizing federal guar- ee 
antees on loans for low rent apart- We 
ments. Toward the end, Wyatt the ¢ 
felt such guarantees were needed 
“The Magazine That Grew Up With The Industry” to encourage private promotion of 
rental housing at a time when 
, we 2 4 y 27 building costs are high. With his 
defeat, more materials will now go 
——" to commercial construction. For 
lack of priority aid, factory-built 
San Pieaatan metal prefabs will be delayed, but 
Los tree Wyatt feels the industry will in- 
evitably develop on its own. 
| and The Locker Plant 2 9 
President and Mrs. Truman 
a 82 WALL STREET, NEW YORK 5, N.Y. || greeted more than 2,000 newsmen 
ea and their wives individually as the 


White House revived its annual re- 
ception in honor of the press. Cabi- 
net officers assisted as hosts to the 
throng that filled the spacious ball- 
rooms. Despite the coal strike, 
then in its most critical stage, it 
was a good natured affair. Your 

correspondent monopolized the 

Chief Executive sufficiently long 

enough to learn that he considered 
these formal affairs his most pleas- 
ant duty. 


* * co 

Departure of the three big “con- : P 4 , 
trollers” in a single week—Porter, “Effective, isn’t it? John got it 
Wyatt, Smail—emphasized the di- p - 
minishing role government will for a song through a classified ad 
play in every-day affairs of indi- - F 
viduals as the nation emerges from mn the Buffalo Evening News’’.* 
reconversion. Committed to main- 
tainance of high level employment, 
however, government will con- 
tinue to tinker with the economy, 


wa 
> 7 IR 
though the number of report forms 
] ithomn FOR AD-SETTING falls off and more freedom of ac- . 


tion asserts itself. 


* we 


a ; Not to be outdone by FTC, which 
f aithon FOR ENGR AVIN G is pushing “self-regulation” under 


‘ | trade practice codes, Justice De- SA 
Bs 43 partment is now actively urging 
oS a — business men to come in and talk 

y, ‘ over their anti-trust fears. Since No 

aithom FOR PRINTING the days of Thurman Arnold, Jus- paper 

tice has been willing to supply ad- THIS 


visory opinions on legality of sales 
plans. Attorney General Tom 


~ Clark shares with FTC Commis- 
. sioner Lowell Mason the belief 
0 rp 0 rd | 0 n that policemen should try to help 


citizens obey the law as well as 
pull them in when they break it. 


400 North Rush Street * CHICAGO 11 © ILL. ene 
he * Telephone Whitehall 2300 - Current tabulations show that 


FCC continues to maintain a sta- 
tistical balance in allotting FM 
licenses among AM broadcasters, 
newspapers and newcomers, Of 
868 applications 70.8% are from 
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gradually grow” into one OF . 
most diversified classified sections in the Srate, 
ee Reader enthusias™ like this proves why the Q 
News 's such 9 potent advertising medium — bin ee 
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Campbell Starts 
Drive for Five 
New Baby Soups 


(Picture on Page 77) 


PHILADELPHIA — Campbell Soup 
Company next month will begin 
national advertising of its five new 
baby soups. Full-color page ads 
will appear in Good Housekeeping 
and Parents’ Magazine, and two- 
color half pages will run in Life, 
McCall’s and Woman’s Home Com- 
panion. The drive will continue 
throughout 1947. 

The baby soups were first intro- 
duced here last March and dis- 
tribution was gradually expanded 
throughout the nation. R. M. Budd, 
advertising manager, said it was 
“manifest that the name ‘Camp- 
bell’s’ and the red and white label, 
so long associated by women with 
fine quality soups, were sufficient 
endorsement to secure for the new 
baby soups an initial trial. Fur- 
thermore, the opinion of mothers 
repurchasing after the first use 
has been that the new baby soups 
are better tasting.” 

The line consists of chicken, 
lamb, liver, vegetable and beef 
soups, sold in glass jars. Copy in 
consumer ads emphasizes that the 
soups provide for effortless, bal- 
anced servings of nutritious food 
and that they are better tasting. 

Campbell will also announce the 
soups in ads to appear in the Jour- 
nal of the American Medical As- 
sociation, Journal of Pediatrics 
and Medical Economics. 

Ward Wheelock Company is 
the agency. 


Buy Peoples Book Club 


Sears, Roebuck & Co. and Con- 
solidated Book Publishers, Chi- 
cago, have bought the stock inter- 
est of Richard L. Simon, M. 
Lincoln Schuster and Leon Shim- 
kin in the Peoples Book Club. 


MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE’ 


Far removed from the influ- 
ence of any metropolitan 
newspaper. 


The only effective way to put 
your message before the 
families living in this vast 
area is through advertising in 


THE "BIG 5" GROUP 


of newspapers consisting of the 


IRON MOUNTAIN NEWS 


MARQUETTE 
MINING-JOURNAL 
HOUGHTON 
MINING-GAZETTE 


SAULT STE. MARIE NEWS 
ESCANABA PRESS 


No duplicate circulation. These 
ron will sell the consumers in 
THIS RICH MARKET for you. 


Reasonable individual 
bined advertising rates. 


and com- 


For information phone or write 


| SCHEERER & CO. 


Chicago New York 17, 
Bef cise Or, rtaraglon Ave 


Member of the American Association 
of Newspaper Representatives 
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Adclub Names Directors 


The Publishers Adclub of New 
York has elected four members to 
its new board of directors. They 
are Franklin Spier, Franklin Spier, 
Inc.; Benn Hall, Doubleday & Co.; 
Ray Bond, Dodd, Mead & Co., and 
Aaron Sussman, Sussman & Sugar. 


Has Hotel Account 


Bass-Luckoff of Hollywood has 
been appointed to handle the ad- 
vertising of the Del Mar Turf and 
Surf Hotel, Del Mar, Cal. 


Sharp & Dohme’s 
Medical Ads Draw 
Heavy Response 


PHILADELPHIA—With frank, per- 
suasive copy, Sharp & Dohme, Inc., 
maker of pharmaceuticals, is aim- 
ing heavy advertising blows at 
any existing public aversion or 
ignorance regarding medical im- 
munization. 

Full-page copy in Hygeia, News- 


week, Parents’ Magazine and Time 
is boosting not only immunization 
but also use of a patient’s im- 
munization reminder card, 4,000,- 
000 of which have already been 
distributed to doctors and boards 
of health. More than 45,000 doc- 
tors have written to Sharp & 
Dohme requesting the cards. 

In addition, the company has 
distributed more than 200,000 
copies of its educational booklet, 
“Immunization and Today’s Chil- 
dren.” Sharp & Dohme has also 


43 


presented its sound film, “Pass- 
port to Health,” to about 2,750,000 
persons during 1946. 


Shifts Officers 

James S. Thompson, president, 
has been elected executive chair- 
man of the board of McGraw-Hill 
Book Company, New York. Cur- 
tis G. Benjamin, vice-president, 
has been elected president and 
Hugh J. Kelly has been appointed 
senior vice-president and business 
manager. 


his 7s Yoledo 


...and this is the TOLEDO BLADE 


The advertising of The Fair, and of Toledo’s other fine 
stores, is always news to the readers of The Blade, 


... and this is 


(THE FAIR | 


“THE STORE FOR THE THRIFTY” 


With its slogan, “The Store for the Thrifty’, The Fair, established in 1910 as 
the Thompson-Hudson store, has operated under its present name and management 
since 1932. Five sales floors, plus basement, each 110 feet square, feature men’s, 


which covers to such an unusual degree the homes 
of Toledo and its retail trading area. In desiring to 
serve to the fullest extent the interests of its readers, and therefore of its 
advertisers, The Blade printed, in 1945, a larger volume of news and 
editorial matter than any other evening newspaper in the United States. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Write for 


“This is Toledo”’ booklet. 


MEMBER OF THE AMERICAN NEWSPAPER ADVERTISING 


women’s and children’s wearing apparel and 
soft lines of home furnishings. The Fair, one 
of the units of Kobacker Stores, Inc., not 
only enjoys a sizeable volume from the 
residents of Metropolitan Toledo, but 
is also a popular store throughout 
the Toledo trading area of 14 
counties 
Ohio and southeastern 
Michigan. It is one of 


in northwestern 


the big, popular de- 
partment stores which 
make Toledo an im- 
portant retail trading 
center meriting full 
consideration. 
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oa Rating Sets in Use 194 


years ago, when Benny led the/15 pace-setters this year are more 
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New YorkK—Listenership of net- 
work radio, which teok a dip in 
the fall of 1945, has made a come- 
back this year, but shows little 
change in comparison with previ- 
ous years of the last decade, a 
study of Hooper listening surveys 
shows. 

The average rating of evening 
network shows on Nov. 15, 1946, 
was higher than for the same 
dates of 1945 and 1944, lower than 
in 1938, 1939, 1940, 1942 and 1943, 
but higher than at the start of the 

7 10-year period in 1937. The aver- 
i. age daytime rating, however, has 
ee declined rather consistently be- 
tween 1939 and 1946. 
si At the same time, diversified 
listening resulting from steadily 
| keener competition among pro- 
| grams seems to be holding the top- 

rated evening shows below the 
high Hooperating marks achieved 
in past years. 


Daytime Listening Off 


On the other hand, daytime, 
average sets-in-use on Nov. 15, 
1946, were somewhat less than on 
the same dates of 1939 and 1940, 
and less than in 1945, but higher 
than in 1941 and 1944. 
ee The Nov. 15 evening figures for 
ee each of the past 10 years were: 

Average Average 
Rating Sets in Use 
. ¢esaeseses 8.3 30.0 


© he triumphs of 


industry owe their 
greatest debt to the 
triumphs of news- 
paper circulation. 
There is no substi- 


tute for great num- 


bers. 
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25.8. 

In 1938, Chase & Sanborn’s Va- 
riety Show, hitting an all-time No- 
vember high of 35.4, was trailed 
by Benny with 29.1 and Bing Cros- 
by with a mere 22.9. Likewise, in 
1943, Bob Hope, Charlie McCarthy 
and the McGees pulled above 31 
while no other show exceeded 25.4. 


Search for Explanations 


Ten of the 15 shows in the re- 
cent Nov. 15 list have 20 or better 
ratings. This has occurred only 


three times before in November 
reports of the past decade—in 
1942, ’°43 and ’44. Last year seven 
bested the 20 mark. 

What are the explanations for 
the recent sag in top ratings? The 
rating owls offer two to begin 
with: The fall programming sched- 
ule got off to a late start this year, 
with some of the big shows return- 
ing from their annual layoffs as 
late as mid-October. And a ma- 
jor reshuffling of air features 
jostled the public’s listening hab- 


its; more star programs were 
shifted to new times than ever 
before. 

When John Q. Listener’s dialing 
habits get in the groove again, 
these experts predict, the scores of 
headline programs will again com- 
pare favorably with other years. 
Ratings, they point out, don’t nor- 
mally reach their peak until Jan- 
uary and February. December re- 
ports, it’s felt, will provide a much 
fairer barometer. 

(The Nov. 30 report does indeed 


NE of these pictures is clear — the other isn’t. Advertising men know why; 


The nature of Better Homes & Gardens’ circulation is also crystal clear — 
for the same reason. Screening. 


BH&G carries no fiction, no foibles. Nothing but service articles to homemakers. 


Therefore: 


Better Homes & Gardens screens out all readers except those who are directly 
and keenly interested in better homes — and better living in them. 


To be very blunt about it, there is little in BH&G to appeal to: the furnished-room 
dweller, the corner drugstore breakfaster, the bachelor girl hoping to catch a bachelor 
or the bachelor she hopes to catch. 


There is plenty of appeal to folks now spending their money on things for parlor, bed- 
room and bath — with a very active kitchen, dining room and porch thrown in. 


This year, service to readers will put BH&G into 3,000,000 homes peopled by 10,000,000 


consumers. 


These will represent readers with the highest family income. 


They will be homes pouring out billions for food, 


a 


furnishings, drugs, toiletries, cars and car sup- 
plies, garden tools (and hand lotions to be used 


after them)—not to mention electrical appliances, 
playroom supplies, entertainment necessities and 


what have you. 


That gives you a clean-cut market to shoot at. 
The home market—carefully screened out for you. 


Service-to-the-home does 
also do your selling. 


How about starting your selling right now? 


the screening. It can 


fresh facts on 


SERVICE THAT SELLS 


Who knows — maybe these facts 
can show you the way to a more 
efficient, more up-to-date media 
list. If your product sells in the home 
market — and which one doesn’t? 


— the BH&G representative has a ; 
lot of pertinent data to show. 


Better Homes 


and Gardens 


7267705 


geht 
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1947 Circulation Over 3,000,000 


ETPAE EE. = 
ee e7 ear 


| 


45 
Hooper’s First 15 Evening Shows 
Through the Years 
NOVEMBER, 1937 Bandwagon ...... 16.8 NOVEMBER 30, 1944 
Jack Benny ..... 29.3 Edw. G. Robinson 16.2 (No First 15 report 
Variety Show .... 29.0 We, the People... 15.6 available for Nov. 15 
Radio Theater ... 24.2 Your Hit Parade. 15.5 because of many elec- 
Rudy WOMGO siccc 20.6 NOVEMBER, 1941 tion campaign ad- 
Bing Crosby ..... 20.4 Gharlie McCarthy 30.1 ‘dresses cancelling out 
Major Bowes 20.0 ibber McGee & regular commercial 
Pe eee 19.5 Molly -.. 29.0 programs.) 
Burns & Allen... 18.8 Walter Winchell 28.6 Pe ROS 4 cs cue 32.5 
Walter O’Keefe .. 17.6 The Aldrich q Fibber McGee & 
First Nighter .... 16.3 Family 28.2 BOG Sss.cntecs 32.3 
Eddie Cantor .... 16.1 aa ak... os 27.7 Radio Theater ... 25.8 
Phil Baker ...... 6 3 ee” 276 «© Mr. District 
Hit Parade (Sat.) 13.8 p20t Suanter. Se.4 Attorney ...... 24.6 
Al Pearce’s Gang. 13.3 ro ~ TI y "** 33.3 Abbott & Costello 24.4 
M-G-M Stars 13.9 Comee sme ....- Sereen Guild 
Time to Smile.... 19.3 inane 23.4 
NOVEMBER, 1938 Mr. District Bin "rest vail 00.66 23.6 
Variety Show 35.4 Attorney ...... 18.3 7 & Davi y a 
Jack Benny ...... 29.1 Orson Welles .... 18.0 i . = “ 92.3 
Bing Crosby ..... 22.9 Major Bowes .... 17.4 oe - 4 “hy 993 
Radio Theater ... 22.8 Music Hall ...... 17.3 ae SO $17 
iy “Spee 18.8 Kate Smith ...... 16.8 — eed sees a. 
Walter Winchell.. 18.6 One Man’s Family 16.8 Dinah Shore .... 20. 
Edw. G. Robinson 17.4 Walter Winchell. 19.5 
Fred Allen ...... 17.1 NOVEMBER, 1942 Eddie Cantor . 19.3 
Burns & Allen... 16.7. Bob Hope ........ $3.8 Bob Burns .....«-» 18.8 
Good News of Charlie McCarthy 31.4 Aldrich Family .. 18.3 
| eee 16.7 Fibber McGee & NOVEMBER, 1945 
Hollywood Hotel. 16.5 Molly ......+-.- 31.1 Fibber McGee & 
Major Bowes 16.5 Jack Benny ..... 27.4 ee Ne 28.7 
Rudy Vallee ..... 16.4 Aldrich Family .. 27.1 Bob Hope ....... 25.6 
Fibber McGee & Frank Morgan- Radio Theater .. 23.5 
Se Reerr 15.9 Fannie Brice .. 24.4 Charlie McCarthy 23.4 
Lowell Thomas .. 15.5 Walter Winchell. 24.2 walter Winchell. 22.1 
Radio Theater ... 24.2 wr. District 
NOVEMBER, 1939 Music Hall eoecee 23.7 Attorney ce 20.7 
Jack Beany ..... 34.4 Mr. District Jack Benny ..... 20.7 
Variety Show 34.2 Attorney ...... 23.3 Pred Allen 19.9 
Radio Theater ... 24.0 Kay Kyser : 22.8 inne 4 
y Kyser ...... Screen Guild 
Fibber McGee & Eddie Cantor .... 21.9 Players .....+i- 9.2 
Molly ......... 23.4 Rudy Vallee ..... $1.0 sean Devis-inds 
ee raed heti. he 3 Screen Guild pT err 17.6 
baad diner of on. 30.4 - Players ....... 19.0 Great Gildersleeve 16.8 
> gk ated 20.1 Star Theater ..... 18.0 Eddie Cantor . 16.6 
Bob Hope ....... 19.1 NOVEMBER, 1943 Jack Haley ...... 16.1 
Bandwagon ...... 18.1 Bob Hope ....... $2.9 Bandwagon ..... 16.1 
Kay Kyser ...... 17.6 Charlie McCarthy 31.5 Aldrich Family .. 16.0 
Fred AMON «...:<. 17.5 Fibber McGee & NOVEMBER, 1946 
Major Bowes .... 17.5 a ere 31.2 Jack Benny ..... 27.2 
Kate Smith ...... 16.5 Jack Benny ..... 25.4 Bob Hope «....<<« 26.7 
One Man’s Family 15.9 Aldrich Family .. 23.7 Charlie McCarthy 25.5 
Edw. G. Robinson 15.4 Radio Theater ... 23.7 Fred Allen ...... 25.2 
: ' 7 Screen Guild Fibber McGee & 
Ros —_ 9 Py! 2) SY eee 23.3 tC) Seri 24.7 
hestte McCarthy. 31.9 Mr. District Red Skelton ..... 24.1 
the ink Attorney ...... 23.2 Radio Theater ... 21.9 
Molly ; 95.9 Joan Davis-Jack Amos 'n’ Andy... 21.1 
Bob Hope ....... 25.0 Haley ..escesss 22.6 Walter Winchell. 20.8 
Radio Theater oo» eS Bing Crosby Mr. District 
Walter Winchell. 22.4 ¢. * er ea 22.6 , Attorney ...... 20.3 
One Man’s Family 20.1 Frank Morgan- Screen Guild 
Major Bowes 19.1 Fannie Brice 21.9 Players ........ 19.7 
Kate Smith ...... 17.7. Walter Winchell. 21.9 Bandwagon ..... -19.2 
The Aldrich Abbott & Costello 21.5 Great Gildersleeve 16.7 
a. ree 17.2 Burns & Allen... 20.0 Judy Canova .... 16.5 
Lowell Thomas .. 16.8 Bandwagon ...... 19.1 Fannie Brice 16.1 


show a healthy upward trend, 
with Fred Allen out front with a 
29.4, Benny up to 27.9 and Hope to 
27.4.) 


More Listener Competition 


The fact that the two or three 
top shows do not stand out, rat- 
ing-wise, head and shoulders above 
the others is ascribed to stiffer 
competition. Whereas the Bennys, 
Hopes and McGees walked off with 
rating ribbons in past years, they 


are barely nosing out the runners- 


up today. 

Listeners now have a vastly 
greater number of high-budgeted, 
big-name offerings to choose from. 
Many of these are in direct com- 
petition, and must divide up the 
rating pie. In the same listening 
period today, Benny is pitted 
against Drew Pearson and the 
Gene Autry show, Fred Allen 
against “Crime Doctor,” “Mr. Dis- 
trict Attorney” against Dinah 
Shore and “Pot o’ Gold,” “Duffy’s 
Tavern” against Sinatra, Winchell 


(Advertisement) 


Courtesy, “Tide” 


“You can’t miss—all the Groups are up 40% since before the 
war, and Macfadden Women’s Group is in Ist place again!” 
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against Hildegarde and ‘“Explor- 
ing the Unknown,” Bing Crosby 
against Frank Morgan and “Acad- 
emy Award Theater.” The going 
isn’t so easy; the time brackets in 
which a show can run away from 
competition are fewer and fewer. 

Granted that these explanations 
are valid, the alarums of last sum- 
mer and the early fall, when Va- 
riety found “Sponsors Scared at 


Hoopers’ Ebb,” 
have been premature and unwar- 
ranted. 


Daytime Slipping 


Not all of the explanations in 
behalf of the recent evening rat- 
ings, however, can be applied ‘to 
the case of the daytime programs, 
which have experienced a similar 
slump in scores. 

From a high of 9.4 in 1938, 10.3 
in 1939 and 9.2 in 1940, the Hoop- 
erating of the No. 1 show in the 
daytime parade slipped this No- 
vember to 7.7. This rating would 
not even have put the current 
leader, “Right to Happiness,” 
among the First 10 back in 1938. 
The daytime leaders have lower 
Hoopers than at any similar time 
in the past nine years. 

As with the evening favorites, 
the competition for listeners among 
daytime features obviously has 
grown greater. The Top 10 rat- 
ings are closely bunched. In 1939, 
when “Ma Perkins” hit a record 
November high of 10.3, the 10th 


would seem to! 


show on the list was 2.1 points 
behind with 8.2. This year the 
first-place program was just 1.3 
points ahead of the No. 10 show. 

The daytime programs, however, 
are on year-around schedules, so 
their Hooper droop cannot be laid 
in any way to absence from the air, 
as with the evening shows. Some 
shifting of times has taken place 
in the daytime network structure, 
but not enough to throw off avid 
soap-opera fans. 


Diversification Again 


The next best explanation, it ap- 
pears, is that listening has gradu- 
ally become more diversified by 
day as well as by night, because 
of the greater variety of radio 
fare offered by an increasing num- 
ber of stations. 

As for trends in listeners’ pro- 
gram preferences, the 10-year 
lineup of November Hoopers only 
bears out the already well known 
fact that the stars of yesteryear 
are the stars of today. Benny and 


the Radio Theater have ridden the 


Sometimes it’s almost necessary to flip a coin in 


choosing between media—they seem that close to- 


gether in the factors that space-buyers study. 


But _ not in San Francisco. The Examiner leads by 


every measurable standard—FIRST in news, circu- 


lation, advertising and public service. And that’s 


been going on for more than 50 years. 


NATIONALLY REPRESENTED 
BY THE 


HEARST ADVERTISING SERVICE 


“Sen Froncico EXAMINER | 


ce 
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Hooper’s Top 10 Daytime Shows 


NOVEMBER, 1938 


The O’Neills ..... 9.4 
Ma Perkins (Red) 9.0 
Pepper Young’s 
Family (Red).. 8.6 
Mary Marlin 
1 Ae 8.3 
The Guiding Light 7.9 
The Goldbergs 7.2 
Our Gal, Sunday. 7.2 
Jack Armstrong... 7.0 
Beem SPACT .ccaes 6.6 
Bachelor’s Chil- 
a re 6.3 
NOVEMBER, 1939 
Ma Perkins ..... 10.3 


Pepper Young’s 
Family (Red)... 9.5 
Mary Marlin 
(Red) 
The O’Neills 
The Guiding Light 
Jack Armstrong.. 
Vic and Sade..... 
Woman in White. 
Life Can Be Beau- 
tiful (CBS) 
Road of Life 
(Red) 


NOVEMBER, 1940 


G2 ge Ge 90 90 90:0 
bo bo ww ror 


« 


Ma Perkins (Red) 9.2 
Mary Marlin 
CRUD. ctadawens 9.1 
Pepper Young’s 
Family (Red)... 8.8 
Stella Dallas 8.7 
Vic and Sade 
Se sere 8.5 
Our Gal, Sunday.. 5 
1 


Life Can Be Beau- 
tiful (CBS) 
Right to Happi- 


8 
Woman in White. 8. 
8 


eee 7.8 
Road of Life 

2 | a rer 7.6 

NOVEMBER, 1941 
Kate Smith Speaks 8.3 
Woman in White. 8.1 


The Guiding Light 
Ma Perkins ..... 
Life Can Be Beau- 
tiful 
Big Sister 
Mary Marlin .... 6. 
Against the Storm 6. 
Stella Dallas . 6 
Right to Happi- 
er 6.5 
Backstage Wife... 6.5 
Road of Life..... 6.5 


NOVEMBER, 1942 


7.9 
7.8 


Kate Smith Speaks 8.4 
ie Bieber 2... oa 8.3 
When a Girl 

MEBPTIOS. 2 cvicccs 8.1 
Road of Life..... 7.4 
Stella Dallas .. 7.1 
Right to Happi- 

GE. 0.5.4 4.004404 7.1 
Young Widder 

SE, Sb gk oa 0 0 7.0 
Our Gal, Sunday. 7.0 
Romance of Helen 

MOE ce cbae ads 7.0 
Portia Faces Life. 6.8 


NOVEMBER, 1943 


Kate Smith Speaks 8.2 
When a Girl 

pg) rr 8.0 
Ma Perkins 

- aaa 7.9 
Bit Bieter ...6s.. ef 
Portia Faces Life 7.5 
Right to Happi- 

hy bweteseds ¢ 4 
Backstage Wife... 7.4 
Life Can Be Beau- 

ED ort Sh aon eas 7.8 
Young Widder 

 , Err errre 7.2 
Ma Perkins 

0 err ask 


NOVEMBER, 1944 
Breakfast at Sardi’s 


(Kellogg) ..... 8.5 
When a Girl 
pS ee 8.2 


Ma Perkins 
| 
Right to Happi- 
ness 
Young Widder 
Brown 
Bie Mister ....... 
Pepper Young’s 
Family 
Portia Faces Life 
Stella Dallas .... 
Life Can Be Beau- 
tiful 
NOVEMBER, 
When a Girl 
MEASPIOS «. sacs 8.6 
Breakfast in Holly- 
wood (Kellogg) 7 
Pepper Young’s 
WOME acccsees ; 
Portia Faces Life. 7.4 
Young Widder 
OW vk eabes ce 
Breakfast in Holly- 
wood (P & G). 7.3 
Backstage Wife... 6.9 
Life Can Be Beau- 
) ae oe 6. 
Today’s Children. 6.7 
Romance of Helen 
Trent (MWTF). 7 
NOVEMBER, 1946 
Right to Happi- 
MOET RTT Ee 4% 
When a Girl 
Marrieg ....... 7.4 
Aunt Jenny 
Stella Dallas .... 6.8 
Ma Perkins 
6) Pi 
Lorenzo Jones ... 6.6 
Young Widder 
Brown 
Romance of Helen 
Trent 
Breakfast in Ho: y - 
wood (Kellogx) 6.5 
Pepper Young’s 
Pe: ae 5 
Portia Faces Life. 6.4 


2) 
a 


Top 15 list throughout the decade, 
the former topping it four times in 
these November tallies. 

Winchell and the McGees are 
listed nine times each, Hope and 
McCarthy seven times each, “Mr. 
D. A.” and “The Aldrich Family” 
six times apiece. 


Old Favorites Hang On 
A total of 12 shows appear five 


times or more each in the 10 No- 


vember reports, and all but one 
of these 12 shows—the late Major 
Bowes’ Amateur Hour—are still 
around. Nine, in fact, are in last 
month’s Top 15. 

Among daytime headliners, ‘Ma 
Perkins” has made the November 
Top 10s of the past nine years 
seven times; “Right to Happiness,” 
“Pepper Young’s Family” and 
“Life Can Be Beautiful” have ap- 
peared six times each; “When a 
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Girl Marries,” “Stella Dallas,” 
“Young Widder Brown” and “Por- 
tia Faces Life” five times each. Of 
these eight soap operas, seven were 
in last month’s Top 10. 

The question inevitably arising, 
and with growing frequency of 
late, with regard particularly to 
the evening shows is: How much 


5 § longer can these perennial stars of 
‘4 & the ether hold out? 


The “growing 
obsolescence” of the top entertain- 


.1 Bj} ers, many of whom are well into 


middle age, is prompting increas- 
ing speculation on who will suc- 
ceed them. 

A feeling is growing that radio, 


4 which drew most of these stars 
4 ))from the dying vaudeville stage, a 


few from the theater and the films, 
is faced with a mounting need to 


3 Ujtrain its own new talent—or, as 


one critic said recently, “there 


jsvon' be any.” 
Doner Agency Appointed 
Baia Motion Picture Engineer- 
ing, Detroit, has appointed W. B. 
‘Doner & Co., Detroit, its adver- 
jtising agency. The Baia Editor for 
‘home movies, manufactured by the 
company, will be promoted in con- 
Jsumer and photographic business 
papers and through an intensive 
direct mail campaign. Weber Ma- 
jchine Corporation, maker of movie 
projectors and sound equipment, 
}Rochester, N. Y., has appointed the 
; Rochester office of the Doner 
agency to handle its account. 


Name Cooper & Crowe 
The Columbia Chemicals Com- 

pany, Salt Lake City, manufac- 

turer of K-Noba Car shampoo and 


con mLullaby soap suds, and Consoli- 
", (gdated Mercantile Company, dis- 
last [itributor of Fortune cakes and bean 
Hsprouts, have appointed Cooper & 

‘Ma Crowe, Advertising, Salt Lake 
nber HiCity, to handle forthcoming ad- 
ears Pivertising. Columbia will use news- 
ass.” |ypapers and radio in Utah, Idaho, 
end iNevada and Wyoming; Consoli- 
ap. |ated will schedule newspaper 
i. Nand radio in the intermountain 


area. 
; 


Names Goldgar Agency 

| Charm Slide Fastener Corpora- 
ion, New York, has appointed the 
ike Goldgar Company, New 

ork, for advertising in news- 

papers, magazines, radio, business 

apers and direct mail. 


If you sell 
CEREALS 


ia datai ae 


You Need WIBW 


| In Kansas and parts of six 
J adjoining states WIBW is the 
} preferred station of almost five 


million listeners. 
WIBW is preferred by deai- 
ers, too, as shown by their 
j enthusiastic tie-in promotion at 
point of sale. 
| We have a reputation for 
7 hard-hitting selling. Let us prove 
it to you by RESULTS. 


BLT a 


Ess 
WIBW 


Topeka... Kansas 


FCC Grants Radio Permit 


FCC has granted Empire News- 
papers-Radio, Inc., publisher of 
the Bulletin, Endicott, N. Y., a 
permit to construct a radio station 
in Endicott. The station will 
broadcast on 1,450 ke with a radius 
of nine miles at 250 watts. 


Appoints Durstine 
Technical Color & Chemical 
Works, Brooklyn, manufacturer of 
Red Devil paints, has appointed 
Roy S. Durstine, Inc., New York. 


ChenYu Names O’Connor 


Jack D. O’Connor, formerly with 
the Vitamins Plus division of Vick 
Chemical Company, has been “ap- 
pointed manager of the chain drug 
division of Chen Yu (Associated 
Products), Chicago. 


To Sutherland-Abbott 


Nashua Gummed & Coated 
Paper Company, Nashua, N. H., 
has named Sutherland - Abbott, 
Boston, to handle its advertising, 
effective Jan. 1. 


Schendorf Joins Collier 


Howard W. Schendorf, formerly 
Chicago, has 
joined Holder Morrow Collier, Inc., 
production 


with Maxon, Inc., 


Chicago agency, 
manager. 


as 


Promotes Prestile 


Prestile Mfg. Company, Chicago, 
maker of Prestile prefinished wall 
its first na- 
tional campaign for Prestile tile- 
board with ads breaking in Febru- 
continuing throughout 


panels, will launch 


ary and 
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1947. The schedule includes Amer- 
ican Home, Better Homes & Gar- 
dens, House & Garden and Small 
Homes Guide. Jones Frankel Com- 
pany, Chicago, is the agency. 


Blankets Northwest 


Growers 

* No competition — Only N. W: 
growers’ magazine. 

© 5 editions — ods run in all 5, 
no extra cost. 

© Serving growers nearly holf 
century. 

Write for full story. 


—please bring me a doll—a ‘lectric train’. . .. Only memories now, are 


those labored pleas to a ruddy faced old gent with long white whiskers 


...the endless nights before a dawn promising bulging stockings dan- 


gling from the mantel shelf.... Only sweet recollections too, perhaps, 


are the implicit faith, the unshakeable trust that were ours in the cer- 


tainty that wants would be gratified, needs fully filled....A grand 


thing—faith like that!... faith founded and proven on ethical action 


and trustworthy performance in all human relationships... It makes 


the wheels go ‘round ... and to inspire that faith, and to have that faith 


is a pretty solid—a pretty sound—a pretty active business principle. 


ROGERS ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE + Phone CALumet 4137 + CHICAGO 16, ILLINOIS 
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pers in 11 months are 8.6% behind 
last year’s figures. 

Export papers, carrying 1,320 
pages last month, were 5.2% be- 
hind for the month but 7% ahead 
for the 1l-month period. Thirty 
trade publications ran 4,901 pages, 
6% more than the 4,623 a year ago. 
They have carried 51,926 pages 
this year, or 17.1% more than last 
year. 

Class publications were also 
ahead for the month and for the 
year. Nineteen of these carried 
2,045 pages in November, or 3.6% 
more than a year ago, which 
brings them up 12.2% over the 
comparable 11-month 1945 figure. 


Business Paper 
Ad Volume Drops 
9% in November 


CuIcaco — Business papers’ ad- 
vertising volume last month ran 
8.9% less than the volume in No- 
vember, 1945. The decrease brought 
the publications’ total advertising 
for 11 months to 261,752 pages, 
2.1% less than the 267,405 carried 
in the same months last year. 

Industrial Marketing’s latest 
monthly tabulation shows that 168 
business papers ran 24,027 pages 
of ads in November, compared 
with 24,472 in October and 26,372 
in November last year. Until Oc- 
tober the papers’ volume for the 
year had stayed even with 1945 
totals. 

As they have for several months, 
industrial publications showed the 
greatest year-to-year drop. The 
tabulation shows that 106 in this 
classification carried 15,761 pages 
in November, 14.3% less than the 
18,384 a year ago. Industrial pa- 


William H. Howard, vice-presi- 
dent in charge of publicity and 
promotion of R. H. Macy & Co., 
New York, and Paul S. Ellison, di- 
rector of public relations of Syl- 
vania Electric Products, New York, 
have been appointed directors of 
the Audit Bureau of Circulations, 
New York, succeeding G. R. 
Schaeffer, formerly with Marshall 
Field & Co., Chicago, and Eben 
Griffiths, Socony-Vacuum Oil 
Company, New York, who have 
resigned. 


Lehn & Fink Ups Hise 

John A. Hise Jr., in the sales de- 
partment of Lehn & Fink Products 
Corporation, New York, has been 
appointed sales promotion man- 
ager. 


Noel-Morton to Hayhurst 


Noel-Morton Ltd., Quebec City, 
Canadian distributor for Recta 
Grand Prix watches and Recta 
compasses, has appointed F. H. 
Hayhurst Company, Toronto, to 
direct its trade and consumer ad- 
vertising. Initial advertising plans 
call for monthly pages and spreads 
in trade publications. Consumer 
advertising will follow in the 
spring. 
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“Good grief... 


how the money rolls in!” 


In Metropolitan Cleveland, and the small remaining portion of Cuyahoga 
County, payrolls are king’s-size jobs. Even before the war, wage earners 
in manufacturing industries here received more than the total wages of 
thirteen states. Five years later, they were three times as high. 


Yes, the money rolls in—and out again into the hands of the retailers who 
do such good business in this third largest of any metropolitan area in the 
country. These retailers have a powerful big-league hitter on their team— 
the popularity and selling power of WHK. And that’s why... 


LOCAL MERCHANTS BUY MORE TIME ON WHK 
THAN ON ANY OTHER CLEVELAND STATION 


WHK 


“RETAILERS’ CHOICE IN CLEVELAND” 


Represented by Paul H. Raymer Co. 
BASIC MUTUAL IN CLEVELAND 
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NOVEMBER BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or repro. 


duced without written permission. 


Unless otherwise noted, all publications are 


monthlies and have standard 7x10 type pages. 


Pages 

Industrial Group 1946 1945 
Bee Ts 6 < 8s ce ccuss *117 *230 
Air Conditioning & Re- 

frigeration News (w) 

| IRE ar 749 52 
American Builder & 

Building Age ........ 107 94 
American City ........ 09 121 
American Machinist 

See? Aikawa tic tiewas.e 580 592 
Architectural Forum 142 177 
Architectural Record *131 *169 
Automotive & Aviation 

Industries (semi-mo).. 246 342 
DEL. bc dtcadanednes 1380 *207 
Aviation Maintenance... 148 79 
Bakers’ Helper (bi-w).. 206 156 
NE i Gia aed gawd es 98 83 
Brewers’ Digest......... $66 43 
Brick & Clay Record... *43 *37 
Bus Transportation : 157 §200 
Butane-Propane News.. 86 V7 
ee eee * $103 *103 
Ceramic Industry ...... *62 *§7 
Chemical & Engineer- 

DE ck ae ase eas 114 101 
Chemical Industries .... *116 *141 
Chemical Engineering... 6298 889 
Civil Engineering ...... 87 39 
2 Saar 185 157 
Construction Digest (bi- 

in” wwhabes 64680008 4% *1122 *106 
Construction Methods 

Aare 182 149 
CRUE og icccuicce’s 51 51 
Contractors & Engineers 

Monthly (9%4x14) .... 52 59 
EE a 142 148 
Diesel Progress (8%x11) 67 93 
Electric Light & Power. 66 84 
Electrical Contracting .. 138 166 
Electrical South ....... 51 58 
Electrical West ........ 76 83 
Electrical World (w).. $230 264 
DL oo s:a'v gece eee 215 353 
Engineering & Mining 

EE ads eandenaes 15 151 
Engineering News Rec- 

Pra * 328 *$453 
Factory Management & 

Maintenance......... 283 379 
Fire Engineering ...... 45 54 
Food Industries ....... 171 197 
Sarre *238 *220 
PE (AS ae ee RSS «0 'e0 0-69-0 47 44 
Gas Age (bi-w) ....... *173 *$119 
Heating, Piping & Air 

Conditioning ......... 36 10225 
Heating & Ventilating. . 75 79 


Industrial & Engineering 
Chemistry (two. edi- 
ED. Vvctins cara e 50 oR 


Industry & Power 


UR errr *t829 
LMGMEET BRO iccacccsce *$189 
Machine Design ....... *308 
Machine Tool Blue Book 

<. Bal (2a 290 365 
DEY occ aases es cxs 843 362 
Manufacturers’ Record. . 45 50 
Marine Engineering & 

Shipping Review ..... 156 266 
Materials & Methods 206 228 
Mechanical Engineering. 108 138 
Mechanization 

(4-18/16x7-5/16) ..... *88 *95 
Metal Finishing ....... 64 778 
Metal Progress ........ 195 156 
Mill & Factory ........ 278 858 
Mining & Metallurgy.... 36 $72 
Modern Machine Shop 

CS eer 317 857 
Modern Packaging *132 *140 
Modern Plastics ........ *178 *196 
National Bottlers’ Ga- 

A err er 165 128 
National Petroleum News 

SUP - Means a Pate s venue 7100 qlls 
National Provisioner (w) {150 §218 
Oil & Gas Journal (w).. *§1560 *$553 
Oil Weekly (w)........ *§||227 *§304 
Organic Finishing ...... 14 20 


Paper Industry & Paper 


SSR ree 94 104 
Paper Mill News (w).. *§]1133 *117 
Paper Trade Journal (w) *f185 *$$236 
Petroleum Engineer .... 158 184 
Petroleum Refiner ..... @175 206 
ct tO . ae *13838 *124 
DEE nba 55a wags bears 222 260 
Power Plant Engineering 124 160 
Practical Builder (10%x 

BOE. b660b oc ewwnsecdece 87 34 
iy. . seeerrrrrerr cere 50 65 
Product Engineering .. *)295 *409 
Production Engineering 

Management ...... 90 148 
Products Finishing (4%x 

GOR gcesesescaanegene 68 88 
Progressive Architecture 98 109 
Peer 253 808 
Railway Age (w) ..... $72372 $374 
Railway Purchases 

SES 115 127 
Roads & Streets........ 78 93 
BROCK FPYOGuUCts ..<...00.- *91 *89 
Sewage Works Engineer- 

ore rete rere 5 19 
Southern Power & In- 

CE Wesnadtawseebans 84 121 
Ge SUP Sveseudscians *1502 575 
ee. Sree 16 27 
Telephone Engineer .... *47 *45 
Telephony (w) ........ *$iti2s *$9182 
ii. GPA aa 222 213 
pO. err re *95 *102 
Tool & Die Journal 

SG TEE -60660.5.4098 666% 138 168 
Water Works Engineer- 

SS eee 61 63 
Water & Sewage Works 55 52 
Welding Engineer .... $86 82 


s 
1946 1945 
West Coast Lumberman *107 *115 
Western Construction 

Pee eae 106 118 
Weed Wale 6 cciicc. *70 *65 
Woodworking Digest 

eS a erry *110 *93 

MNES rte i Shaws 15,761 18,384 

Trade Group 
American Artisan ..... 100 101 52 
American Druggist ... 164 181 
Boot & Shoe Recorder 

EER OE *184 *186 
Building Supply News.. 117 103 
Chain Store Age— 

Administrative Edition 

Combination ...... 26 34 

Druggist Edition 101 123 

Fountain Restaurant. 28 21 

General Merchandise 

Variety Store Edi- 
ar rae §161 144 

Grocery Editions..... 100 118 
Commercial Car Journal §259 227 
Domestic Engineering .. 151 154 
Electrical Merchandising 

|} REAR Se ae *175 *192 
Electrical Wholesaling . . 87 95 
Farm Implement News 

OO OO 146 136 
Fueloil & Oil Heat...... 89 66 
Geyer’s Topics ......... 119 108 
ee . a:atab sess 13 10 
Hardware Age (bi-w).. 396 838 
Hosiery & Underwear 

DEE 6 tcawaikd Shams 135 5136 
Jeweler’s Circular— 

NE sg peelngse a8 330 816 
Lingerie Merchandising. 66 68 
ee Store & Dispenser 109 108 
RT aa 228 262 
cc t ecaawer’ caves 260 120 
OT Se ee 130 1388 
NJ (National Jeweler) 

a Re Be Ree 334 812 
Office Appliances (6-5/6x 

De Secstkéeaswodasass 174 
Photographic Trade 

DO tpctbessenad snes 8109 
Plumbing & Heating 

SOE, aad bacwskeea 50 
Sheet Metal Worker.... *58 
Southern Automotive 

PED \Twataectaceyen s 130 
Southern Hardware .... 93 
Sporting Goods Dealer.. 5190 
Syndicate Store Mer- 

chandiser (4% x 6%). 89 

; cr rere ee 4,901 

Export Group 
American Automobile 

(Overseas Edition)... 76 
American Exporter (two 

ee 442 
Automovil Americano .. 100 
Caminos Y Calles....... 631 
Farmaceutico ......... 72 
Hacienda (two editions) 182 
Ingenieria Internacional 

Construcecion ......... 79 81 
Ingenieria Internacional 

ear 126 141 
Petroleo Interamericano. 66 11131 
Revista Aereo Latino 

pS Teer *$31 *$38 
Revista Rotaria ........ ll ll 
Spanish Oral Hygiene 

(4-5/16 x 7-3/16) ..... 56 52 
World Petroleum ...... 98 88 

Oe dav cttaossr tease 1,320 1,892 

Class Group 
Advertising Age (w) 

0) ey er +246 191 
American Funeral Di- 

re e72 17 
American Hairdresser. . 78 82 
American Restaurant... 83 84 
Banking (7x10-3/16).... 73 85 
Dental Survey ......... 149 163 
Distribution Age ...... 71 7 
Hospital Management .. 78 81 
Hotel Management..... 148 108 
Hotel World Review (w) 

oo. UO} Ea ere *§tt90 *§65 
Industrial Marketing ... 120 147 
Medical Economics 

COUEEEED ke cud iiss év 126 121 
Modern Beauty Shop.... 107 105 
Modern Medicine (4% 

DUNE. ss bal ateeeseanedes 180 164 
Oral Hygiene (4-5/16 x 

Serre 147 162 
Restaurant Management 81 7 
Scholastic Coach ....... 37 31 
School Management 

CERRMAEURD. avd vees ess 936 °36 
Traffic World (w)...... 1238 115 

EE ANS 040486 Reeeeae 2,045 1,978 


*Includes classified advertising. 
§Includes special issue. 
@Estimated. 

|Last issue estimated. 

*Last two issues estimated. 
tFive issues. 


®5Not including Lingerie Merchandising 


now published separately. 
*Monthly starting January, 1946. 
™Not including Organic Finishing now 
published separately. 
8Standard 7 x 10 inch page starting 
May, 1946. 

*Figures based on 9% x 18% 
type page. 
Oct. & Nov. issues combined. 
UNov. & Dec. issues combined. : 
{Not including Petroleum Processind 
now published separately. 


inch 


Bradbury Appoints 


The W. B. Bradbury Company, 
New York, national advertising 
representative for college maga- 
zines, has appointed John M. 
Sweeney Company, Boston, as 
New England representative. 


Hub Photo to Franklin 


Hub Photo Supply Company, 
Boston, distributor of photographic 
supplies and equipment, has 
named Franklin Advertising Serv- 
ice, Boston, to handle its adver- 
tising. Business papers and direct 
mail will be used. 


Appoints Sage 

Clifford Maitland Sage, former!y 
public relations director of Grant 
Advertising, Dallas, has been ap- 
pointed southwest field representa- 
tive of Kenyon & Eckhardt, New 
York, on the American Fat Sal- 
vage Committee account. 


To Garfield & Guild 


Jud Whitehead Water Heater 
Company has appointed Garfield 
& Guild, San Francisco, to hand! 
its advertising. Whitehead plants 
are located in Oakland, Cal.; Fre- 
mont, Neb., and Albany, N. Y. 
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Embargo Canceled, 
Publisher Groups 
Breathe Easier 


New YorK—With settlement of 
the coal strike—at least until next 
March 31—the story can be told 
of how close magazines, business 
papers and farm publications came 


Fto being put out of business by the 


ICC embargo effective 
Dec. 6. 

These publications were not in- 
cluded in the original list of ex- 
emptions announced by ICC and 
the ODT. Newspapers were in- 
cluded. Early that week, before 
the embargo order was issued on 
Dec. 3, representatives of the Na- 
tional, Periodical and Agricultural 
Publishers associations — including 
Walter Fuller of Curtis, Albert E. 
Winger of Crowell-Collier, How- 
ard Ehrlich of McGraw-Hill, Arch 
Crawford, Charles Sweet and 
Frank Braucher—presented their 
case before government leaders in 
Washington. 


Asked Horizontal Cut 


One proposal was for “hori- 
zontal” reduction in amount of 
shipments of all types of publica- 
tions, rather than “vertical” re- 
duction eliminating some of them 
entirely, which was said to be 
favored by ODT. 

The result was that magazines, 
business papers and farm publica- 
tions and certain of their supplies 
were added to the list of exemp- 
tions in this first embargo. 

If a second embargo were neces- 
sary for later in December, as had 
been feared, these publications 
probably would not have been ex- 
empted. 

Newspapers and their supplies, 
especially newsprint, also might 
not have made the grade on the 
second and much more drastic 
order. If the situation became so 
serious that the railroads had coal 


order, 


25 enough only for such essentials 


as food, drugs and fuel, the heads 
of American Newspaper Publish- 
ers Association agreed that it 
would be poor public relations to 
attempt to assert “priority.” 


is 
a} 


1g now 


Fisher to Head Radio 
Jack L. Fisher Jr. has joined 


q Davis, Fisher, Kayne Agency, Chi- 


cago, as director of radio. 


From Conia Strip li. 
courtesy King Features 


metentte ata ' 
potent 


> 
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Strong men hit hard in 
selling or building good will ; 
especially if they're mighty 
Multi creations. Signs, 

plaques, trade-marks, stat- 

uettes and novelties that 

pack a wallop. 


MULTI PRODUCTS, INC. 
CHICAGO 8&, ILLINOIS 


Westinghouse’ strong salesmen ap- 
Peared even stronger, spurred on 
with ‘Tuff Guy" contest awards. 
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The Young Corporation, 
River, Mass., manufacturer 


ican Luggage Works, Providence, 
Thomas, New York, 


their advertising. 


Dayton Agency Moves 


Kircher, 


of the Mutual 


Home building, 
Dayton 2. 


washing machines, and the y a 


have appointed Donovan & | 
to handle | 


Helton & Collett has | ; 
moved its agency to the 19th floor | 


Two to Donovan Agency — ‘Town & Country’ 
Fat 


‘ Marks Centennial 
(Picture on Page 77) 

New YorK—Town & Country, 
which began its publishing career 
|as The Home Journal in Novem- 
ber, 1846, marked its 100th birth- 
day last week with the biggest 
issue in its history. 


|of advertising. 


| ter County,” 
| offices on Bleecker St.” 


The magazine has 
carried 1,377,338 lines of adver- 
tising copy this year, the first 
time it has passed the 1,000,000- 
line mark since 1929. 

Back in the early days, The 
Home Journal carried ads which 
offer sharp contrasts for present- 
day New Yorkers. It referred, for 
instance, to “Fordham, Westches- 
and to “our uptown 
Published 


The special centennial issue in-| weekly in the late ’80s, The Home 
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at the turn of the century, and 
the name was changed to Town & 
Country. It became a monthly 
some time later. 


Defiance Mfg. Appoints 
Defiance Mfg. Company, Holly- 
wood, manufacturer of keyless 
locking gas cap, has appointed 
Anderson Advertising Agency, Los 
Angeles, to direct its advertising, 
merchandising and publicity. Busi- 
ness papers and direct mail will 


|cludes 365 pages, with 260 pages| Journal switched to a fortnightly | be used. 


LARGEST WEEKDAY CIRCULATION 
OF ANY NEWSPAPER 
IN MICHIGAN 


WEEKDAYS ... 
SUNDAYS.... 


Average Net Paid 6 months ending September 30, 
(ABC Publisher’s Statement) 


417,336 
443,679 


1946 


@ Comparison of ABC Publishers’ statements of circula- 
tion for the 6 months period ending September 30, 1946, 
reveals that The Free Press has the largest weekday 
circulation of any Michigan newspaper. Also that only 
four other weekday newspapers in America, morning 
or evening, west of Philadelphia, now have larger 
circulations than The Detroit Free Press. These four 
newspapers are in Chicago, whose population is more 
than twice that of Detroit. Advertisers wishing to 
take fullest advantage of America’s Fourth Market, 
should use this larger circulation of The Free Press. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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3 Dorothy Smoot Moves FICS lit A . 
Dorothy Sampson Smoot, for pills gain 
six years with McKettrick-Wil- 


liams, Inc., New York dress man- 
ufacturer, as director of sales and 
advertising, has joined Leslie Fay 
Fashions, dress manufacturer, in 


Over Deceptive 
sation CHUM Ure Fora fade Name Issue 


Rolly Ford, commercial man- | 
ager of Station CHUM, Toronto, 
4 has, in addition, been made sta- 


Alpacuna Is Given 
Reprieve in Reversal 


tion manager.  . ; : 
of Commission's View 


WASHINGTON — FTC’s doubts 
about handling of deceptive trade 
names burst into the open again 


in the | last week in a 3-2 vote replacing 

s 'the “death sentence” on Alpacuna 

- Central ‘with a saving clause “clearly and 
ae West conspicuously” designating the 


| fibers that make up $40 coats sold 
|'by Jacob Siegel Company, Phila- 
delphia. 

On the assumption that the name 
might lead the public to expect 
rare vicuna fiber in these gar- 
ments, FTC’s ruling gives Siegel 


> 


PREFER 


Mournal 


Chicago 
— of Commerce 
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60 days in which to adopt expres-|part from the fact that the Su- 
sions eliminating deceptive possi- | preme Court suggested last March 


bilities of the name and conned 
panying advertising. 

As the commission took sides, the | 
majority sought a solution which | 
would protect the good will and | 
advertising that went into the 


trade name during the 13 years | 


| that it has been used. 


Davis, Ayres Unite 


As they had in the Manhattan 
Brewing case last April, Commis- 
sioners Ewin L. Davis and Wil- 
liam Ayres protested against any 
compromise with deceptive trade 
names, by qualifications or con- 
tradictions. 

At that time Commissioner 
Ayres contended that the decision 
to allow use of “Canadian Ace” 
brand for beer, when accompanied 
by “Made in the USA,” departed 
from a policy against false geo- 
graphical designations established 
in 11 orders and 19 stipulations 
since Jan. 1, 1943 (AA, April 22). 

The commission’s modification 


of the Alpacuna order stems in 


that additional proof was needed 
to support the “death sentence” 
against the name. 

The Supreme Court’s interest in 
the issue was developed six weeks 
later in a second decision revers- 
ing a similar FTC order which 
would have deprived the A. P. W. 
Paper Company, Albany, N. Y., of 
the Red Cross emblem and brand 
name it had used on tissues since 
1897 (AA, May 13). 


Due to New Membership 


However, the shift in FTC pol- 
icy traces to a change in person- 
nel rather than a change in the 
thinking of the individual mem- 
bers. When the original Alpacuna 
order was written in April, 1943, 
Commissioners Davis, Ayres and 
March were the majority. 

Now that Commissioner Lowell 
Mason has succeeded Col. March, 
he has joined with Commissioners 
Robert E. Freer and Garland Fer- 
guson to make a new majority. 

FTC’s majority conceded that, 


Note These Dealer Opinions 


Of Capper’s Farmer Readers 


After inspecting the Cappers Farmer sub- 
scription list for their region, these alert 
dealers of Darlington, LaFayette County, 
Wisconsin, voiced the following opinions: 

“This list shows the best type farm families read 
Capper’s Farmer.” D. Taylor—Automobile Dealer 


““On your list appear the names of the majority of 
our best farmers.” W. L. Schulz— Druggist 


“You have li sted here almost all the best farm fami- 


lies of our area 


G. W Roseleip -~Confection & Ice Cream 


““Capper’s Farmer ts reac hing the homes of 80% of 


our best farm families.’ 

F ® Pickett—Petroleum Products 
“*This list shows that Cappers Farmer enters the 
he mes of the outstanding farm families of this region 

H R Nelson Hardware Dealer 
**VYour subscription lise includes the names of the 
majority of our most substantial farmer families 

& Hanstra Electrical Appliances 

gs Y: ur list covers the finest farmers in this area. 9 


(srocer 


H. D. Schreiter 


OR RESULTS 


Results that can be counted in dollars and cents... results 


that add up to greater success in every aspect of farming 
and farm life. Such are the end results offered to more than 
1,300,000 responsive farm families by the practical informa- 
tion and profitable suggestions of Capper’s Farmer. These 
farm families ... whom dealers rate as the top farm customers 
of Mid-America... have learned to rely on Capper’s Farmer 


for help in their every farming activity. 


The confidence these dominant farm folk have in Capper’s 
Farmer is apparent, too, in the way it influences their buy- 
ing habits. Yes, for readers and advertisers alike, Capper’s 


Farmer is America’s number one magazine for results. 


The Farm Magazine That Dominant Farm Families Heed 


by trade usage, the coined trac 
name Alpacuna constituted a rep- 
resentation that the fabric was 
composed of alpaca and vicuna 
fiber. 

“Upon further consideration.” 
Commissioner Robert E. Free, 
wrote, “the commission is now 
the opinion that truthful and con- 
spicuous disclosure of the constitu - 
ent fibers in advertising the gar- 
ments will eliminate in man 
instances and effectively circun 
scribe in others the capacity and 
tendency to impart an initial false 
impression.” 

Dissenting commissioners _in- 
sisted that FTC need only correct 
its finding of fact in the case to 
sustain the drastic ‘death sen- 
tence” which the Supreme Court 
had ordered reviewed. 


Only Opinion Sought 


“We are not ordered by the 
court to permit the use of the 
trade name with qualifying lan- 
guage,” Chairman Ayres wrote. 
“The mandate is only to consider 
and determine the question pre- 
sented and express our judgment 
thereon.” 

Sharpness of the split is re- 
flected in both the majority and 
minority opinions, as they recount 
the confidential memoranda sub- 
mitted by the FTC members when 
the commission was considering 
the original order against Alpa- 
cuna in 1942, 

Commissioner Freer _ stresses 
that he had persistently argued 
against a death sentence, and that 
he had gone to the length of sig- 
nifying his disagreement in the 
original order. 

, The original memorandum by 
Commissioner Davis, which had 
| been the basis of the order of 
| April 28, 1943, against Alpacuna, 

contended that “the use of the 

name should be absolutely prohib- 
| ited.” “I do not believe that any 
| qualification would be sufficient to 
| overcome the possible deception,” 
| he wrote. 


Other Words Banned 


“Any effort at qualification 
would result in a mere contradic- 
tion. The word is like ‘Aspironal, 
| ‘Buck Shein’ or ‘Satinsilk,’ the use 
| of all and many more of which in 
|the same category the commission 
| has prohibited.” 

Commissioner Davis’ dissent de- 
|nied that the trade name should be 
| protected merely because it had 
| been used for 13 years. He ques- 
| tioned whether the Siegel com- 
| pany would be able to control us¢ 
|of the name by retailers, even 
though it furnished proper adver- 
| tising suggestions. 

Noting that the company had ad- 
mitted five of the six finding 
against its advertising, he con- 
tended, “the respondent does not 
|come into court with such clean 
|/hands that the commission should 


| 
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STOCK PHOTOS 


KAUFMANN & FABRY CO. 
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| declares that if lawyers wrote ad- 
| vertisements Thermos’ name would 
appear in type considerably 


"| AAMILY OF JACK FROST SUGARS /” \\ \ smaller than the added line “Trade 


Mark Reg. U. S. Pat. Off.” 

| “Our attorneys point out that 
|careless people (who really know 
better) may sometimes refer to 
| |all vacuum bottles as ‘Thermos,’ ”’ 
the copy says. “It’s a fact, how- 
ever, that only one brand of vac- 
uum-insulated products (manu- 
|factured by the American Ther- 
| mos Bottle Company) may right- 
|fully be referred to by the reg- 
|istered trade name ‘Thermos.’ 
| And since it’s a brand name —a 
| coined word—it’s always spelled 
| with a capital T.” 
The company, through Keeling 
|& Co., Indianapolis agency which 
| handles its account, also sent out 


prints of the ad, to an extensive 


mos devotes an ad to protection 
of its trade name and in addition 


51 


letters last week, enclosing re- Appoints Win Nathanson ‘ conduct a national public in- 


The American Heart Associa- formation and educational cam- 


list of media and others asking their | tion, New York, has appointed Win | Paign. The program calls 7 the 
cooperation in correctly using the|Nathanson & _ Associates, New observance of National eart 
name. Each year, American Ther-| York public relations organization, Week, beginning Feb. 9. 


contacts, via direct mail, those 
people who write about Thermos 
bottles with a small ‘t.’ 


Opens 2 Branch Offices 


The Cardinal Company, radio 
|production organization, whose 
| main office and studio is in Holly- | 
| wood, has opened an office at 521 | 
|Fifth Ave., New York, and one at| 
|333 N. Michigan Ave., Chicago. | 
|The new offices will be under the | 
|supervision of Joseph F. Mac- 
|Caughtry, president and general | 
manager of Cardinal, who will di- | 
vide his time between both. | 


EXPORT 
‘‘TRADE IN WORLD MARKETS'' 


We have direct contacts with leading BUYERS throughout the world 
for all types of products and services for manufacturers, Jobbers and 
Exporters in every industry. Shippers—Forwarders—Banks, 


OUR THREE BIG GUIDES BRING RESULTS 


THE LATIN AMERICAN BUYERS GUIDE 
Printed in Spanish — te Latin America 


INTERN’L EXPORTER BUYERS GUIDE — INTERN’L EXPORTER INDUSTRIAL GUIDE 
Mailed to other World Markets 


LET US MAKE YOUR CONTACTS NOW! 


To Develop Export Business ameatietin 


Over 1000 
WRITE FOR FURTHER DETAILS 


LATIN AMERICAN BUYERS GUIDE CO. 
1261 Broadway, New York 1, N. Y. USA 


Murray Serman 
Managing Director 
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100k FOR 
the VACK FROST CANE SUGAR. 
the (NW INE SMART NEW PACKAGE / 
lan- . 
‘ote. POSTWAR DEBUT—This copy, placed 
ider in more than 50 newspapers through 
ore- Young & Rubicam, represents the Na- | 
1ent tional Sugar Refining Co.'s first exten- | 
sive advertising campaign since before 
“6. the war (AA, Dec. 9). The new Jack 
and Frost containers feature redesigned 
ey lettering, different color combinations 
7 for each type of sugar and a new pour- 
sub- ing spout, but retain prominently the 
hen JF boy trademark. 
ring | 
Ipa- ; 
feel constrained to lean backwards 
anes and to permit a continurng misrep- 
sued resentation or distortion of facts.” 
that Commissioner Davis said he 
sig- would have been willing to permit 
the a “transition’”’ period in which the | 
expression “formerly Alpacuna’” | 
ve could be used in view of the value 
had golf the name and the advertising | 
— that had gone into it. 
ano. FTC recently issued a modified 
the order which will permit A. P. W. 
hib- Paper Company to retain the Red 
any Cross brand name and emblem 
nt to provided they are accompanied by | 
ion.” 7 20-word disclaimer prominently 
proclaiming that the product does 
not have the endorsement of the 
American National Red Cross. 
ation 
‘dic. (THERMOS RUNS TRADE 
nal. JREMINDER COPY 
e use NorwicH, Conn.—American 
ch in @Thermos’ Bottle Company ex- | 
ssion (tended to business papers in the | 
idvertising field this month its an- | 
t de- tual trade reminder that Thermos | 
Id be @s a registered trade name for “the | 
had eading brand of vacuum bottles” 
ques - —but not all such bottles. 
ign In large-space ads, the company 
il USE 
even 
iver- 
BEST TEST CITY 
d ad- IN THE MID-WEST 
ding 5 
con- 
s not 
clea! 
hould 
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SAYS... 


ht here in metropolitan Rockford 
re are 111,000 people .. . the 
ond largest city in the State outside 
Chicago. With the surrounding 
ling area you can boost that figure 
377,854 . .. that’s the A.B.C. city 
| retail trading zone. 

live, responsive market . . . plenty 
lettuce! 


i the Top in Lbbinots 
ROCKFORDE 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 
POLITAN POPULATION 
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1. CHRISTMAS CHORE. What's on 


the older woman's list? Household 
articles? None needed. Baby things? 
Nope—family’s grown up. Cosmetics, 
clothing, cutlery, electrical supplies? 
Alas, no—she’s only in the market 


for a “‘gifte’’ or two. 


Dell Modern Group 


In any picture of your market... 
The Modern Half is the Better Half ! 


2. CHRISTMAS CHEER, It’s the 
exciting season for your younger 
shopper! There’s nothing she doesn’t 
need for her new husband, new home, 
new family, new “younger-crowd” 
friends. Practical products sell in 
Dell—sell to three million moderns! 


sells the Modern Market 


046 | = . i 
ACE : aa 
is 
=~ a zs “Tr FY em 
| "3 ae G,. nf eee = 
on- | KO ‘OG \ as ee 
= || ~ ONE © gs . , at 
“ 7 Ms C= ? 5 | ; ae 
als wg mgmt gtr smars “nates” She | 
iia 5 Wy ;~ je 
2 | == SSS SS ————S 
hes iy 
ae 
. 
atte 
iil 
8) 2 es 
qoV (i z i 
of e 5 4 
we Za ss . e be AayAGd a 
U gs Y( ie =, 1 \ F w7AZ, i 
mee Prat \% Spy / 4, \s a 
ald NM Sa = WY 0; i : s 
——T eee \ % pial 
a }) Ni ES _[.@) Ee <S iL / _—_ 
STB es 4 nos CO) (pe Sed em | 
SY ( By I J | £ Ye vat 4 
BREN Wa 2A) (20 000°°) im ‘WAS Org 8 re oa 
YE" 7 A ay - \ |\\ BRoaByyp ie 
if h\ Cy Ri bod ? f ©) I, I ene” * Pe 
RO) FS ee BAS = — Aas 
Dy yy i), SSeS iin Os “7 
Wg ey f ' y, oe Se SD) : ‘ ‘ = li 4 
SACI I NIM Cz) [rt ts cS aS ff ‘ r 
DINO Me SO \ si 
SRO Be O?/\ D5 A\ 
one \\\- Claw \> 
hp aI ie \ yy //// if y/ | WN a 
rere Bee 6) Wey " 
er ao) Oars 
S iw 5 ia — t= We’ a 
fe pe 
wa cS He a 
BL 4 
. ie eS - 
- i J 
4 Gq | " i 
a | | 
| a 
= | $e, Ne= | 
ji “a Ve Wed 
Ci ie awe.” | 


M. I. edi- pictorial technic 


does a monthly molding job on the 


Molds it 


responsive mood for advertisers, too! 


management mind. in the 
The combined elements of staff- 


research, staff-writing and_ pictorial 
(and the highly-visible 


power readers with fresh per- 


journalism 
ads) 
spective. The fact is, Modern Industry 
goes to more than 55.000 men at all 
in the most 


levels of management 


important manufacturing plants — 


And this 


management 


more than 31,500 of them. 
the advertiser 
in 50% 


plants than he can get through any 


gives 


coverage more worthwhile 


other publication directed to the 


manufacturing industries. 


Modern 
Industry 


* Art work through the courtesy of 
Young & Rubicam, Inc.—adapted 
for use by Modern Industry. 


‘FCC Adds Four 
Stations to Band: 
Others Step Up 


WASHINGTON—The FCC last 
week authorized increased power 
and additional operating hours for 
six stations on 550 kc., established 
two new stations on that fre- 
quency and permitted two others 
to switch there from local chan- 
nels. 

A new station with five kw. and 
nighttime operation was granted 
to the Constitution Publishing 
Company, Atlanta, and one with 
/one kw. to Montana Broadcasting 
|& Television Co., Butte. Switch- 
| ing from 1,240 kc. is WJIM, Lan- 
sing, Mich., and from 1,230 kc., 


KERS, Midland, Tex. 

Stations with increased power 
and additional hours on 550 kc. 
are KSD, St. Louis; KTSA, San 
Antonio; WGR, Buffalo; WKRC, 
Cincinnati; WDEV, Waterbury, 
Vt., and KOAC, Corvallis, Ore. 


Appoints Keehn 


Ellis J. Keehn, formerly contact 
man of Burleigh Withers-McCal- 
lum-Stearns, has been appointed 
account executive of the design and 
styling department of Barnes & 
Reinecke, Chicago, designer and 
engineer. 


KVET Names Forjoe 

KVET, Austin, Tex., 1,000-watt 
station owned and operated by 
veterans of World War II, has ap- 
pointed Forjoe & Co. as its na- 
tional representative. 


Advertising Age, December 16, 1946 


| Grant Advances Cole 


| Robert Cole, account executive 
in the Detroit office of Grant Ad- 
vertising, has been appointed vice- 
president and general manager in 
charge of the agency’s Rio De 
Janeiro and San Paulo offices, 
effective Dec. 15. 


Schedule 2nd Art Show 


The second annual exhibition of 
West Coast advertising and edi- 
torial art, sponsored by the Art Di- 
rectors Club of Los Angeles, will be 
held Feb. 10-21 in the Barker Bros. 
| Auditorium, Los Angeles. 


' 


'Advises on Video 

Art Rivera, radio and television 
|director of Donovan & Thomas, 
'Inc., New York, has been retained 
/as television consultant by the 
| Jean Fields Agency, New York. 


New Children’s 
Book Club Formed 


Cuicaco — “Surprise Packag: 
Book Club, a new corporati 
formed by parents, teachers and 
librarians here, is conducting 
test in the Chicago market to he); 
determine a future program f 
national expansion of its subscrip- 


tion book plan for parents of two 


to nine-year-old children. 

The company, headed )}, 
Thomas McKenna, will not se|! 
books at a discount, nor will i: 
publish books. An initial adver- 
tisement in the Chicago Tribun: 
featured the free gift of a $2 
package of books for each child 
enrolled as a club member. Fo: 
$12 a year, members will receive 
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AdaverTtising Age, 4 5, 
six packages, mailed every other 
month, each containing three or 
four books selected by a board of 
six nationally-known librarians, 
editors and other authorities. 


Advertising Agency Associates 


West Virginia May 


Double Budget 


| CHARLESTON, W. Va.—The West 


Virginia legislature will be asked | 


pers in nearby states, and is aimed 


paign. 


ee 
ie 
< 


|probably will be resumed after 
|at the motoring public. Holiday | the first of the year. 

i/has also been scheduled, and will 
‘be used again next spring for a|Commission places its advertising | 
‘special angle of the tourist cam- | 


The Industrial and Publicity | 


| direct. | 


kag will handle the account of the new | «+ its meeting next month to raise a wT ‘Stoody Names Thompson 

cage club. vag rig Hoe pote wet the state’s current advertising ap-| Ralph S. Thompson, formerly 

S and prying ae - & aoe aging ae propriation of $35,000 for the bi-| First industrial advertising ap-|copy chief of the Los Angels | 

vero se oe we t = t ased on results| ennium ending next June 30 to|peared last October in eastern |office of Smith & Drum Advertis- | 

© hel; of the present test. about $75,000 for the biennium | metropolitan newspapers and|ing Agency, has been named head | 

on 7 ending June 30, 1949. | financial publications, and in West = nod = ertising = cra canggge * 

a To Share Hotel Space The present budget is being ad- | Virginia’s first postwar industrial] WO Ura cturer of hard-facing| 

ociiia J. C. Penney Company’s mod-| ministered through the West Vir- campaign this fall, such publica-| metals. ; 

d ‘j ernistic new store in Cincinnati) ginia Industrial and Publicity tions as Business Week, Chicago| . — * 
by (AA, Nov. 25) will occupy part of |Commission, established in July,|Journal’ of Commerce, Fortune, . 

ot sell J the first seven floors of the Ter- 1945, with about $25,000 devoted|Nation’s Business, Time, Wall To Amnstrong, Schleifer l TEREST. oe 

will it | race Plaza Hotel building, now|t) tourist advertising and $10,000|Street Journal and other newspa-|,,irnautics Products Company, 

adver. | under construction. Bond’s cloth- | ¢,.. industry pers were used to promote a new | #astings-on-Hudson, national sales 

ribun — os will — ~ a te tel | Tourist advertising, launched | 32-page “Handbook of Facts About et gaa ~ gaa sam 
Pe the rst six oors. e ote ’ pens, as name rmstrong, 

} Mee lobby and rooms will occupy the !ast May, has been confined almost | West Virginia and Its Industrial| Schleifer & Ripin, New York, to 

Por ‘| eighth through 18th floors. ‘entirely to metropolitan newspa- Opportunities.” This advertising | handle its advertising. 
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a matter of URBANITY 


Far-Flung or Compressed, Pacific Coast Markets 
Are Covered First By NBC Western Network 


From the grass roots of Idaho to the swank 
resorts of Southern California, Westerners 
listen most to NBC. In both areas—as in 
the rest of the West — the No. 1 station rep- 
resents the No. 1 Western Network. Here 
are a few facts... 

x ®® ® 


KIDO, Boise, serves Idaho’s rich farming 
area, the fifth market of the prosperous 
Pacific Northwest. An NBC affiliate for 10 
years, KIDO is heard regularly by 
160,000 people — 50,000 radio families 
—in a 15-county area. KIDO specializes 
in feeding news to a vast territory in 
Idaho, eastern Oregon and northern Ne- 
vada, where newspapers are necessarily 
late. The latest Hooper survey for Boise 
showed KIDO’s share-of-audience rang- 
ing from 81% to 95% ...an 8334 coin- 
cidental call report by Conlan in 1945 
revealed an 85.3% average. Every im- 
portant merchant in Boise uses KIDO. 
Ten local clients have been on the station 
since it first went commercial seventeen 
years ago. Scores of sales success stories 
are available to prospective advertisers. 


NBC WESTERN NETWORK 


HOLLYWOOD 


THE NATIONAL BROADCASTING COMPANY Co 


n seas. 


KiST, Santa Barbara, is the newest mem- 
ber of NBC Western Network. A quality 
station in a quality market, KIST brings 
big-time radio to a city ranking 6th in the 
nation in per capita buying power. Per 
family income for all Santa Barbara 
County is $4803—35% higher than the 
national average. And total income is 
$140,506,000, of which nearly one-half 
goes into annual retail sales. KIST is op- 
erated in big-city style by a thirty-man 
staff, headed by well-known alumni of the 
networks: owner Harry Butcher, manager 
Fox Case, home economist Mary Mason. 
A three-month publicity campaign pre- 
saged the opening of KIST this fall. 
x *k * 


There’s a lot of difference between these 
stations and between the areas they serve. 
But not on a sales chart. Both are reaching 
wealthy markets, and both belong to NBC 
Western Network. With growing regular- 
ity, sponsors are realizing that this com- 
bination—in 30 stations from Canada to 
Mexico—is the surest guarantee of results 
for your radio promotion in the West. 
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SAN FRANCISCO 
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M. L. edi- pictorial technic 


does a monthly molding job on the 


management mind. Molds it in the 
responsive mood for advertisers, too! 
The combined elements of staff- 
research, staff-writing and _ pictorial 
journalism (and the highly-visible 
ads) power readers with fresh per- 
spective. The fact is, Modern Industry 
goes to more than 55,000 men at all 
levels of management in the most 
important manufacturing plants — 
more than 31,500 of them. And this 
gives the advertiser management 
coverage in 50% more worthwhile 
plants than he can get through any 
other publication directed to the 


manufacturing industries. 


Modern 
Industry 


* Art work through the courtesy of 
Young & Rubicam, Inc.—adapted 
for use by Modern Industry. 
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Alcoa Replaces Alorca Byrequ Publishes 
Beginning next year, the alu- 


mina and fluoride products of Book on Retailing 


Aluminum Ore Company, a -, 
sidiary of Aluminum Company o 

America, Pittsburgh, will be mar- for Space Sellers 
keted under the trade name and New YorK—Project No. 2 in a 
trademark of “Alcoa” instead of| sales training program for news- 
“Alorca,” which has been used for| paper advertising staffs, inaugu- 
years. All merchandising will be rated last summer by the retail di- 
contacted by te Aless <hemtants vision of the Bureau of Advertis- 
division. Aluminum Ore Company Agetinin Vawmuner Pie 


will continue the actual manufac- | 8, an 
ture of the products. lishers Association, was completed 


OCEAMSIDE” , 


tA JOLLA 


UNION and TRIBUNE-SUN 


Union Tribune Publishing * San Diego 12, California 
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WATIONALCITY 
PIPER REPRESENTED NATIONALLY by WEST-HOLLIDAY CO., Ine 
NEW YORK + CHICAGO + DENVER + SEATTLE 
PORTLAND + SAN FRANCISCO + LOS ANGELES 


WWL 


New Orleans 


“DURANTE: MOORE SHON" 
FRIDAYS 8:30 P.M. 
REXALL DRUG STORES 


WME 


shouts its shows 
on car cards 
throughout 
the year 


DEPARTMENT OF LOYOLA totic 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Kotz Agency, Inc. 


ye, U Us 


| with publication and distribution |last summer. The Bedell book is|or national newspaper advertising \ 
' 


|this week of a 122-page book, |actually the bureau’s first step in|campaigns for publication in y 
“Let’s Talk Retailing.” |familiarizing newspaper space/|ninth annual “Blue Book.” 0 
The book was written for the|salesmen with the language of re- Although formal invitations ; 
use of bureau members by Clyde | tailing. submit case histories of successfu! | 
With the exception of the final| campaigns were sent only to ad- No 
chandising consultant to both/chapter, devoted to definition and/|vertising agencies throughout the 
Pl 
“How to Write Advertising That| elaborates on the “Seven Keys to|as the major part of the advertis- 
Sells.” It is accompanied by a/|Retail Profits’ theme, and dis-|ing appropriation was invested jn 
usage guide, prepared by the retail|cusses in detail the major func-|newspaper advertising and suc. | /‘plov 


Bedell, Chicago advertising - mer- 

newspapers and retail stores,}discussion of such retail terms as} U. S. and Canada, any regional . 
whose earlier books include “The |‘‘mark-up,” “runner,” and “stock |national advertiser’s campaign j 
Seven Keys to Retail Profits” and | shrinkage,” the four-chapter book | eligible for consideration so lon: 


division, containing specific ques-/| tions involved in operating a store,| cessful results can be shown jn | /reve! 
tions keyed to the book’s various | including sections for each of ad-|some tangible form, whether in | pone 
sections, questions of application | ministration, occupancy, publicity, | Sales or other response. brati' 
which assist the reader in deter- buying and selling. Entry forms may be obtaineq | #ubs¢ 
mining how best to use the con- One copy of the book and guide for return by Jan. 31, 1947, from |prous 
tents of the book in everyday sell- | j, being issued to each member of the Bureau of Advertising, 379 )gncor 


ing activity, and sectional conclu- the bureau, with additional copies Lexington Ave., New York 17. ion 


sions to aid discussion leaders in : 
: available for $1.75 t 
summing up at the end of staff $1.79 to newspapers 


caaneae. and others interested. Appoints Gauss he | 
Wood Gauss has been a inted | progr 

Language of Retailing BUREAU CONSIDERS FIFTY assistant director of Magazine Ac. || At 

The first project in the division’s | ENTRIES FOR ‘BLUE BOOK vertising Bureau, New York. Be- | flosec 
sales training program was an New YorkK—The Bureau of Ad-|fore joining the bureau he had [Whict 
“Outline of a Personal Improve-|vertising has begun preliminary eon Mg gece ol ge sad a ngs 
ment Plan for Newspaper Person- selection of candidates for the| more recently pone Ms Pree han 
nel,” distributed to newspapers] year’s most outstanding regional ager of Business Week. » 33 
trop 

Hartf 

ist oO 

he t 

ng cl 

The 

18-p 

ensl' 


Noon is more dangerous than dis- 
continued labor; it is habit lost. A habit easy to 
abandon, difficult to resume.” 


—VICTOR HUGO. 


Improvement in mat making has made 
tremendous headway within the past two 
decades. * Here at P & A through the 
processes of rejection and selection, both 
in materials and methods, we produce 
what we believe to be the best; the 
standard mat and the precision mat, each 
moulded by direct pressure. * The stand- 
ard or lesser priced mat provides for line 
subjects and simple screens; the premium 
or highly coated precision mat for tone 
complexities and fine type. * To help 
solve your mat problems, phone us for 
samples or a representative if desired. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 
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ri ; 1 $150, based on a new guaranteed 
‘ | | by popular music with 15.4% and Pacific Coast edition of pashinge Soap Firm Names Fried |e tation of 25,000. pe ae 
| variety with 12.4%. The cor-|can Weekly. Davis & Beaven, “S| Ad Fried Advertising Agency, ordered before Dec. 31, 1946, will 
| ooper § amp e responding 1945 percentages were Angeles, is the agency. Oakland, Cal, is placing spot an- | 0" ee ee oe ae 
| 35.4 15.7 and 16 /nouncements and some newspaper 
HF gn aieaceiealais L | advertisements for West Coast 
- Now 33 Cities: : Advances Gordon OoNneyY | soap Company, Oakland. Bris- r , - 
* ' Schedules Tobacco Drive = Gordon M. Looney, assistant di- | acher, Van Norden & Staff con- | SIGNS OF LONG LIFE 
| rector istri i "eS i s andle the 
r | J. E. Seeman Company, Los An- | rector of acting elgg - cars oe oll FOR QUANTITY BUVERS 
Plans New n eX geles, has scheduled a pre-Christ- | Libbey-Owens-Ford ass Com-| } 


i i *s | pe inted | 
mas campaign featuring Seeman’s pany, Toledo, has been appoin 
Private Blend tobacco. The copy,|director of distribution research, | 


THE ARTKRAFT* SIGN CO. 


Division of 
P } Increases Ad Rates <7 Artkraft® Man’ ring 
_ ssed to woman gift buyers, | succeeding Gerd H. Kent, who has | “ts sae {I O08 cinby gg om Lorex 

in New York ~ ge = oy ay bene ag in the * oeaky or|resigned to become director of | on pag age Rpg te ek 1 
-. | ‘plowing back some of the scce women’s sections of leading Pa- | commercial research of Koppers | Teac ver, New ote aeeae $120 to | aienie tie tical 
n pesca oa ae cific Coast newspapers and in the|Company, Pittsburgh. |its basic page ra 
innexing most o - 
srative Analysis of Broadcasting’s 
eq |pubscribers last summer, has 


om | pprought forth a new type of report 
-) |}ncorporating “Uniform Competi- 
‘“ "Rion Audience Indexes” described 
hs “a more precise appraisal than 
nas heretofore been available of 
he listeners’ preferences among 


‘ej | programs.” 
\d- At the same time Hooper dis- ' 
3e- losed that the 32-city sample on HEM WHERE You SELL THEM 
1ad Eihich network program Hooperat- ; 
>0- Fings have been based for more —_— 
ind PJnan five years has been increased Loon SS NM ° ae —— x 
an io 33 cities. Des Moines has been or YOU_COULDEON 

lropped, while San Antonio and oe 7 ce 
——~ Hartford have been added to the oe \ 

ist of four-network cities where 


he telephone-coincidental listen- 
ng checks are made. 

The radio research agency’s new 
18-page report is called ““Compre- 
ensive Hooperatings,’ contains 
wo previously published reports, 
Hooperatings Chartbook” and 
‘Sectional Hooperatings,” and is 
cheduled for publication three 
imes yearly. 


Third Section of Report 
Hooper describes the new “uni- 


Ey a ae : : B | é 
rm competition” indexes, form- R ON POST POSSIBLE 3 
ng a third section of the report, a 
s “recognizing Ps % ff ce 


“ 
; — 
4 
L_* - 


the fact that 
fhereas ‘Network Program : ron oe —— 
ooperatings’ are comparable with : ' . "al ia Nat OEE —$‘—_ 
he past in definition, changed = — 
roadcasting practices involving 
creased reliance on rebroadcasts, 
ranscriptions and second broad- 
asts have, in part, altered the 
ymparative significance of the «£1 te eee ee: 
3-city-based ‘Network Program bith: 5 ge kS 
looperatings’.” scsi 
Base for the new indexes is 
lose cities where all network 
rograms are _ offered  simulta- 
eously. The first set of indexes, 
resented in 334 bar-charts as 
ell as statistical form, is based 
n Hooper sampling last July and 
ugust. Future reports will be 
ased on comparable sampling in 
lis period, in November-Decem- 
er and in March-April. 
The complete report’s “Basic 
rend” section, using the Sept. 15 
ooper report as a base, reports 
ariety” and “popular music” 
rograms in first and second place 
spectively in public preference 
to types of shows last summer. 
Juiz” and “dramatic” programs 


poea Gee sak eee Ie: Se oe Naborhood Shopping Coverage That Speeds “Turn-Over™ 


er of 1945. 


c Criterion attracts consumers when they are ready to buy, before they can forget your message — 
“Comparison of Average , 
jopecatangs by Teetworns” mawee that means extra sales. Criterion covers those Naborhood Shopping Centers where your outlets 
3S equalled NBC during evening ; ee — a 
urs of August and September are located —that means no waste circulation. Everyday, Criterion fells them w you sell 
r the first time in the three years 
oper has published such ratings. 


them for less than 6c per thousand consumers. 
Soap operas were found to oc- 
py 59% of the daytime network 
nsored hours in 1946 (based on 
Sept. 15 report) compared . 
ith 65.9% in 1945. Dramatic pro- 3. +4 aa ae 
ams led in the evening hours j aaa ka 
th 41.1% of the time, followed 


The Consumer Medium of The Naborhood Shopping Cenlers 


Ata base cost of only 


Be _ - & Cit $3.60 per panel per th 


riferion, _ vice, 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
ADVERTISING 


Complete Agency Service 


BOSTON 16, MASS. CHIC Soe ti 
Tel. Hubbard 10 [eiieesien 


‘. MICHIGAN, CHICAGO II « DEL. 8300 
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Research Bureau Moves 


The Portland Advertising Re- 
search Bureau, sponsored jointly 
by the Journal and Oregonian, has 
moved from the Oregonian build- 


ing to larger quarters in the Cas- ing publication date. Display advertisements take card rates. 


cade building. Jo Bowman, for- 


merly secretary of the Portland | 


Community Chest drive, has been 
named executive secretary of the 
bureau. Edgar W. Rynerson, for- 
merly circulation supervisor of the 
Oregonian, and Paul A. Eckelman 
have been appointed field repre- 
sentatives. 


Appoints Ward 

Howard O. Ward, formerly di- 
rector of advertising and sales 
promotion of the Chrysler Export 
Corporation, has been appointed 
head of the office of international 
trade in the Detroit office of the 
U. S. Department of Commerce. 


— The Advertising Market Place 


? 
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HELP WANTED 


POSITIONS WANTED 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted,” and 


“Representatives Available,” 


50 cents a line, minimum charge $2. Figure bold face heads 25 letters 
and spaces per line; light bodyface 84 per line. Box numbers add two 
lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
YOUNG RESEARCH MAN 
grounded in retail merchandising, 
statistics and accounting. Knowl- 
edge of visual presentation of sta- 

tistics, by national association. 
Box 8623, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


HELP WANTED 


NATIONAL TRADE Publication 
has excellent opening for young 
lady in advertising production and 
promotion. Experience not neces- 
sary, but desirable. State age and 
salary expected. 

Box 8625, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PUBLICITY WRITER WANTED 
Woman writer with experience on 
women’s magazines to write product 
stories slanted for household equip- 
ment editors of national magazines. 
Should also be able to write for 
daily newspaper women’s pages, di- 
rect taking of new product photo- 
graphs. Chicago manufacturer. Sal- 
ary $300 a month. Submit full pros- 

pectus to 

Box 8627, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


9 out of IO 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


o :, lie 


ayaa 


NEW YORK SUBWAYS Advertising Company, Inc. 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 
410 N. Michigan Ave., Chicago 11, Ill. 


ain adnan is ann 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


PUBLISHERS REPRESENTATIVE 
wanted—travel Mid-West territory. 
National and_ sectional industrial 
publications. Prefer man under 40, 
aggressive and active. Write full 
particulars, furnish photo. 

Box 8626, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE REP. WANTED 
Industrial publication, leader in field 
for 75 years, requires full time sales- 
man in Cleveland territory. Write 
giving full details including salary 
required. 

Box 8628, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 
ARTIST NOW IN CHICAGO 
Vet, young, wants position in N.E. 
States—industrial, Agency or Pub- 
lisher. 5 yrs. direct mail, newspaper. 
1 yr. art director publication. Vis- 
uals, comprehensive, finished art. 

Box 8629, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [Il. 


AGENCY MEDIA BUYER, 
female, heading department of six 
people, seeks connection with agency 
handling diversified list of accounts. 
Preferably in New York. Available 
by Jan. 1 or thereafter. 

Box 8630, ADVERTISING AGE 


for an account executive or agency 
principal who needs not just a steno 
but a real assistant to relieve him 
of routine. Thoroughly experienced 
in big agency procedure. Capable, 
personable, good at handling people. 
Top references. Chicago only—$250 
a month. 
Box 8631, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 
ADVERTISING PRODUCTION 
Agency experience. Available now. 
Box 8632, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 
ADVG. AUTHORITY AVAILABLE 
Broad creative exp. Author univ. 
text on marketg. advg. Has entree 
to top-flight execs. thru unique plan. 
Fluent writer. Rapid fire ideas with 
sound merch. base. Great on pres- 
entations. Natly. known. $6000. 
Box 8633, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MAN FRIDAY—What can I do for 
you in Southern Calif.? Exp. adv. 
man. Writing, planning, merchandis- 
ing, representation, agency branch. 
Have attractive offices. Les kL. 
Finkle, 408 S. Spring, Los Angeles. 


Young executive, formerly account 
man well known public relations 
counsel; news officer 4-star AAF 
General; directing complete program 
manufacturer with $30,000,000 year- 
ly sales, using newspapers, maga- 
zines, trade press, radio, video. Ex- 
pert newsman, know meaning, pur- 
pose genuine public relations. Desire 
corporate directorship, account ex- 
ecutive public relations firm, or 
trade association assignment. Top 
references. Salary, location open. 
Prospectus, samples, available; in- 
terview arranged. 

Box 8634, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


A-Z ADVERTISING EXECUTIVE 
Opportunity for Chicago agency to 
add exceptional able man to handle 
details of Planning, Copy, Media, 
Contact, Production, Traffic, and 
Billing. Now Asst. to Agency Pres. 
Phone KILdare 3489. 


A CREATIVE AD MANAGER 
exp. in copy, art, prod. (col. man) ; 


resigning a good job Dec. 31 to seek 
a position with a future, prefers West. 


Box 8636, ADVERTISING AGE 
00 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABL): 
TEXAS: for business publications 
industrial, trade and class groups 


Advertising handled entirely jf 
regional professional magazin: 
Francis Burt, 207% West Sixt} 


Austin, Texas. Phone 2-1796. 

OHIO AND MICHIGAN BUY 
AMAZING VOLUMES OF ADVE), 
TISING. A localized Space Rep. ; 
essential in these states. Conce; 
trated attention plus progressiy, 
follow-up is vital. Am 
in a substantial publication of in 


tegrity. If you want productive sale 


representation to capture your shar 


of this phenomenal advertising vo). 


ume, address 
Box 8637, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1) 

_ MISCELLANEOUS 
ADVERTISING AGENCIES! 
Have new material for feature, 
Suitable for Radio Programs. A\}s; 
live ideas for other businesses. } 

basis. 
Box 8635, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


interesteg | 


ADVERTISING & 
SALES MANAGER 


Nationally known corset 
manufacturer wants sea- 
soned executive with wide 
experience in retail dis- 
tribution, sales manage- 
ment, advertising and 
promotion. Top salary. 
Give full details. Replies 
held in strict confidence. 
WRITE 
ROSTON VENUS FOUNDATIONS 
985 Merchandise Mart — Chicago 


nee 


Copywriter who wants 


to "go places" 
Opportunity to develop increased 
earnings, future security as key mem- 
ber of one of midwest's most pro- 


gressive “ten man" advertising 
agencies. National accounts, well- 
organized operation. Attractive 


“home-type" city, pleasant working 
conditions. Must be natural, versatile 
writer, sound thinker, reliable worker 


sentative samples. 
Box 6625, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Ye 


with proven ability. Sell yourself in 
first letter. Enclose picture and repre- |) 


10 | 


(Advertisement) 


Courtesy, “Tide” 


*He knows the Women’s Groups are the fastest-grov 


ing in the business—but does he know it’s Macfadde' 
Women’s Group that’s back in Ist place again?” 


ie | ig | 
eV Eee Ee 
eS hy Ts | 
come ae PE = the 
4 los 
Bo wei del 
a the 
; 2 — of 
aa e bec 
‘a rc. ; eve 
s 
a 
Ch 
as 
in 
829 
wh 
tio! 
— be? | in 
Ae Bs : a a a eR ne neem at 
ae? ) Ve 
oe ippe 
-: enn 5 
i SCGIESAAVIONY Ar 330 W. 42nd St., New York 18, N. Y. ae 
; - " > as sang an , an 
KB \U] 2 Vv LAY - A REALLY GOOD SECRETARY pe 
Riba ae F 
a | 
o s 
eG) IN y : | - 
—— ts 4 < a" | 
Se a a ? a : 
‘ Sia N we as | 
q | 
ay a A) 2 
" ate - } 
eee fund) | 
Evia — “a < a 
eee a % . : ee 
-—» oe we crore , roe PUBLIC RELATIONS 
P oe al 
shies: = wow 
ee .) eee ee 
: = a ( \~ \ 
2 | S 
,* ‘Fy 
| po 
_ 
oe _——— eee SSS. 
we Pe 
x i 
" SEZ Za. 
3 ines * < ee % me aE ti a. 
> = cq OS he i. «se 
2 J « , ee A (i Z Fi i 
i <a > - id , , we -_ f ma 
igh ep a a ob PR a a ees Pe ow 
ee “| . is i fe oe me we 4 
: : wee oe M é ‘ a ig es ae bh 
e Bias Nees g aah 4 « xs ES ie ‘ 
. “e ey ‘ ee ‘tag Bs : 
J ee cat = eae, oS 
: am ae i IE te # “ey Seer ae 
Pe SW Gl’, ee i: A 
, gail ieee ‘ Fane ee a 
. ae CU ere iim. 
— , Bee Ti hegi el al Art 
a o ee Oe 
Be a Ple| 
Na 
ee 
ae, 
Cit 
NN a a a See q 


roups. | 


Advertising Age, December 16, 1946 


Saturday’s the 
Night to Shop, 
Rural Cities Say 


MILWAUKEE—Saturday night as 


‘ithe favorite shopping night has 


lost none of its flavor for resi- 
dents in communities with less 
than 5,000 population, but in cities 


‘- (of 5,000 or more, Friday night has 


ants 


creased 
y mem- 
st pro- 
rtising 
5, well- 
tractive 
working 
versatile 
. worker 
urself in 
d repre- 


AGE 


So reports the Wisconsin State 
Chamber of Commerce following 


1. Ja survey of 119 cities and villages 
Bin the state. 


Retail merchants in 


82% of the communities polled 


which have 5,000 or more popula- | chamelenshin aetee an Bee. 15. 


tion, named Friday night, while 
in 65% of the smaller towns, 
aturday ranked first, with 
Vednesday the next choice. 


pen later than those in larger 
owns. About 13% of the cities 
nd villages with fewer than 5,000 


The survey also revealed that | 
tores in smaller communities stay | 


residents reported that merchants 
close at 6 p.m. while only 8% of 
the merchants in larger cities re- 
ported closings as late as 6 p.m. 
More than half of the communi- 
ties said that local merchants 
closed by agreements of retail 
merchants, but 37% said _ that 
merchants reported no _ formal 
agreements for set closing hours. 


Sponsor Pro Gridcast 


For the fourth consecutive year, 
|General Mills through Knox 
| Reeves, Minneapolis, and Wilson 
| Sporting Goods Company through 
|Ewell & Thurber Associates, Chi- 


'cago, jointly sponsored the ABC | 


network’s broadcast of the Na- 
tional Professional Football League 


| 
Lindeke Agency Opens 


Bruce Lindeke, formerly vice- 


the opening of Lindeke Advertis- 
ing Agency, 601 S. Rampart Blvd., 


Los Angeles 5. 


president and account executive | 
of Advertising Management Serv- | 
lice, Los Angeles, has announced 


| 
| 
| 
} 
| 
} 


jYou don’t need typesetting 


| ll th : 
' 
leoe A e time 


, Hlinois 
WA hdd 


4 to hands Se, AS 


| FREE! MAIL THIS COUPON TODAY 


Artype alphabets, arrows, 


numerals and symbols, 


both black and white, save you time and money 


are so easy to use. Printed on the underside of 


backing sheet 


printing on underside Ps 
makes Artype smearless A 


won't stick 


Artype Incorporated 
Dept. 9, 30 East Illinois Street, Chicago 


Please send me your free catalog and sample of Artype. 


Name 

Address 
t-gro tie 
faddem ... atm. of 
ain?” 


transparent, self-adhesive sheets, this efficient, 
inexpensive method is the perfect answer to your 


high type-and-lettering costs. Mail coupon today ! 


self-adhesive 


11, Mlinois 


Zone State 


FM Station Names Kelley with the schedule including Es- 
quire, New York Times and Time. 


Gaines Kelley, classified adver-| Henry J. Kaufman & Associates, 


tising manager of the News,| Washington, handles the account. 
Greensboro, N. C., has been named | aitiiai 


manager of a new $100,000 inf = 
station to be built early next year ; Mu 
by the Greensboro News va" | Wine Growers Guild 
pany. Buys Network Show 
The Wine Growers Guild, Lodi, 


Lamm Boosts Ad Schedule “2! will sponsor a new radio 


series based on an 

Lamm Brothers, Inc., Baltimore,| Craig Rice’s 
maker of Gleneagles topcoats, 

raincoats and slacks, plans ex- 

pansion of its 1947 advertising, 


on the ABC network. 
The program, packaged and pro- 


adaption of | 
“John J. Malone” | 
mystery character starting Jan. 4) 
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duced by Bernard L. Schubert, 
will be heard in the East at 10 
p.m., EST, Saturdays. Agency for 
the sponsor is the Honig-Cooper 
Company, San Francisco. 


trusted 


try the local approach 
use the country weekly 


OZAUKEE PRESS 


“the weekly with pictures” 


port washington, wis. 


TACOMA-PIERCE County—second in population 
among Washington State counties—chalks up, as 
well, the second-place spot in buying income and 
in retail sales. (Check Sales Management's 1946 
Survey issue!) And remember—the dominant 
Tacoma News Tribune is a “must buy” if you 


hope 


to cover Washington’s Second Market. 


Circulation now in excess of 60,000 dailyl 


The 


REPRESENTED NATIONALLY BY LORENZEN & 


News Tribune 


THOMPSON, INC. 
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40 Organizations 
Issue 500,000 
N. J. Booklets 


TRENTON—Forty kinds of agen- 
cies, associations and enterprises, 
as well as many individuals, dis- 
tributed half a million brochures 
and leaflets to advertise the state 
during the past eight months, the 
New Jersey Council, Department 
of Economic Development, dis- 
closes in its newly published “Re- 
port to New Jersey on State Ad- 
vertising.” 

In some phases the New Jersey 
Council report shows more than 
tenfold response to the advertis- 
ing, as compared with that of the 
past seven years. The half-million 
distribution includes 50,000 in- 
quiries serviced by the council in 
response to state ads. 

The council’s activities cover 
five phases: industrial, recrea- 
tional, agricultural, residential and 
intra-state. 

More than 1,600 persons re- 
sponded to ads placed in national 
magazines (including Fortune) 
and in New York and Philadelphia 
newspapers, acquainting industrial 
leaders with the state’s advantages 
as a plant and warehouse location. 
The information they sought in- 
cluded the brochure, “New Jersey, 
Mighty Atom of Industry,” which 
has reached a circulation of 7,000. 


Vacation Copy Pulls 


Nearly 20,000 persons wrote in 
response to advertisements sug- 
gesting New Jersey “for prize- 
winning vacations.” Magazines 
such as Holiday, 28 newspapers, 
and WOR, New York, carried the 
message from February to June. 
The state vacation guide, “Sun 
Fun,” went to 35,000 persons with 
the help of travel bureaus and 
others, and a less comprehensive 


@ SILENT or SOUND 
@ Black & White or Color 
&) Public Address System 


THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY 


The best is back again! Once more the in- 
comparable DeVRY RS-ND30 _ professional 
16mm. motion picture sound projector is avail- 
able to all Compact .. . simplified... 
rugged . . . precision built, this modern 
teaching miracle now offers even greater per- 
formance with the latest electronic, optical and 
mechanical refinements 

The amazing model RS-ND30, with separate 
high pow 30 watt amplifier and full-toned 
—— magnet speaker, provides sound-on- 
Im projection with theater quality perform- 
ance. It's improved... 
class by itself 


different... ina 
See it! Hear it! Then 
you'll know why DeVRY is your best buy! 

The DeVRY RS-ND30 model is a 3-purpose 
portable 16mm. sound-on-film projector that: 
(1) SAFELY projects both sound and silent 
; (2) shows both black-and-white and 

films equipment; (3) 


without extra 


hag separately housed 30 watt amplifier and 
sturdy permanent magnet speaker which afford 
portable Public Address facilities—indoors and 
ou 


t 

Write fer DeVRY's new 136-page Film 
Catalogue—your guide to l6mm. sound and 
silent educational, entertainment and religious 
films. ineluding 16mm. reproductions of out- 
standing Hollywood features—for rent or sale. 


Rsv 


* 
Only 5-time winner of 
Army-Navy “E"’ award 
for motion picture 
sound equipment. 


ttt Armitage Avenue, Dept. AA-C-12 
| Chicago 14, Illinois 


Without cost or obligation, please send wus: 
"] Literature on DeVRY Audio-Visual equip 
] ment 
0 New 136-page Film Catalogue 
| Name 


recreational booklet was distrib-|to show New Jersey as a good 


uted to 25,000. 

Advertising, consumer leaflets 
and dealer helps were distributed, 
with the cooperation of commodity 
groups and the State Department 
of Agriculture, featuring Jersey 
certified eggs, baby chicks, cer- 
tified seed, peaches, potatoes and 
Tru-Blu blueberries. 

Classified advertising and brief 
radio announcements drew 16,000 
requests for the “Guide to Home 
Ownership in New Jersey,” which 
presents the do’s and don’ts of 
home planning as well as the 
state’s advantages as a place of 
residence. 


Win Newspaper Space 

The new intra-state program to 
tell the story to New Jersey resi- 
dents included an _ informative 
handbook of facts, “This Is New 
Jersey,” which has gone out to 
57,750 persons; historic tours in 
booklet form, circulated to 45,000; 
informative surveys of opinion to 
12,400; and a calendar of events 
to 4,000. The Governor’s Fishing 
Tournament and a photo contest 


| place to live, work and play, also 


were sponsored. Newspapers, the 
council says, are reported to have 
rated the intra-state projects as 
worthy of an aggregate of 50 full 
pages of space this year. 

United Advertising Agency, 
Newark, handles recreational, resi- 
dential and industrial advertising 
for the state; Broomfield-Podmore 
Advertising, Trenton, directs agri- 
cultural promotion. 


Joins Medical Journal 


William Winter has resigned as 
production manager of Ray Carr 
Advertising Organization, Port- 
land, Ore., to become assistant 
editor and layout chief of Western 
Journal of Surgery, Obstetrics & 
Gynecology, Portland. 


Mitnick Opens Agency 
Paul P. Mitnick, formerly pub- 
licity director of the Democratic 
State Central Committee in Con- 
necticut, has opened his own ad- 
vertising agency at 1305 Main St., 
Hartford. He was recently re- 
leased from the Army as captain. 
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Dec. 26-28. American Market- 


ing Association, annual conven- 
tion, Cathedral of Learning, Uni- 
versity of Pittsburgh. 

Jan. 12-15. 
tising Executives 
Edgewater Beach Hotel, Chicago. 


Jan. 16-17. National Publishers 
midwinter meeting, 
Waldorf-Astoria Hotel, New York. 

Jan. 19-21. Advertising Associa- 
tion of the West, midwinter con- 
Hotel Claremont, Oak- 


Association, 


ference, 
land, Cal. 
Feb. 10-11. 
Association, midwinter meeting 
Congress Hotel, Chicago. 


May 15-17. International Affili- 
ation of Sales & Advertising Clubs, 
annual convention, King Edward 


Hotel, Windsor, Ont. 


May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 


vention, Hotel Statler, Boston. 


Newspaper Adver- 
Association, 


Inland Daily Press 


May 28-31. Associated Business 
Papers, spring meeting, 
Homestead, Hot Springs, Va. 

June 3-5. National Federation 
of Sales Executives, annual con- 
vention, Los Angeles. 

June 15-18. National Industria] 
Advertisers Association, silver an- 
niversary conference, Hote] 
Schroeder, Milwaukee. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 


Butcher Moves to Esty 


Thomas C. Butcher has resigned 
as an account executive with 
Doherty, Clifford & Shenfield, New 


executive staff. He was formerly 
»>|with Benton & Bowles. 


Catering Firm to Kayne 


Edmanson Book Catering Com- 
pany, Chicago, has appointed Davis 
Fisher Kayne Agency, Chicago, 
to direct its advertising. Plans are 
being made for the promotion of 
a new frozen food line. 


How 


an Advertising Agency can give its Client 


"Gee the week before Christmas 
And all through the shop 
The staff thought so hard 
You could hear a sale drop. 


From boss down to office boy, 


Brain cells were wracked 


For gifts to give clients 


That clients now lacked. 


Scotch whisky or beefsteak? 


Or, say, a white shirt? 


But where to obtain them— 


Ah, that was what hurt! 


a Herry Christma 


When—BANG— in the lobby, 
As if heaven-sent, 


Appeared a rem 


arkable 


White whiskered gent. 


His face was so jolly, 


They knew 


“T have 


As 


**14,000,000 families 


His smile was so quick, 


in a moment 


It must be Saint Nick! 


just the thing for you, 


Fellows,”’ cried he, 
“To make every client 
glad as can be. 


Who buy everything 
From autos and soap 
To canaries that sing. 


**14,000,000 families 
Who read every week 
The Metro Group sections 


Of which I 


**14,000,000 


now speak. 


families 


Of females and males 


Who count 


for three-quarters 


Of all retail sales. 


The | 


' 


York, to join William Esty & Co.’ 
New York, as a member of the! 
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‘the Kendall Company has, 


foe succeeded in jumping sales 


ie 


Dramatic Medical | 
Series Increases 
Curity’s Sales 


Cutcaco—While the cast for a 
broken arm or leg may be singu- 
larly lacking in appeal to the 
patient, it is apparently _ still 
fascinating to the medical pro- 
fession. Bauer & Black division of 
by 
presenting interesting historical 
facts along with information con- 
cerning its Curity Ostic plaster 


to a new high for 1946. 

Starting with Hippocrates and 
wending its way factually through 
indian, French, Italian and Dutch 
medical history, Bauer & Black 
placed in more than half a dozen 
medical publications a campaign 
which would probably hold con- 
sumer interest despite its technical 
aspects. 

A typical ad in the series, head- 
ined “Go to the Potter,” points 
put that this advice of the Hindus 
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probably would have been fol-| 
lowed in 19th century India, “for 
the potter would immobilize the | 
limb in a mold of clay which | 
served as a crude cast.” But times 
have changed a good deal since 
this practice was reported, and 
“the qualities by which today’s 
casts achieve the aims of therapy 
are best exemplified in Curity 
Ostic plaster bandages, splints and 
deodorizing bandages.” Present- 
day quality, speed and economy 
are emphasized. 

Henri, Hurst & McDonald is the 
agency. 


Truscott to Willis 


Willis Agency, St. Joseph, Mich., 
has been named direct the 
newspaper advertising of Truscott 
Boat & Dock Company, St. Joseph, 
maker of cruisers. 


To Wood, Brown & Wood 


Surprenant Electrical Insulation 
Company, Clinton and _ Boston, 
Mass., has placed its advertising 


with Wood, Brown & Wood, Bos- 
ton. Business papers will be used. 


General Foods Puts 
4th Show on MBS 


“McGarry and His Mouse,” 
heard on NBC last summer as a 
replacement for Bristol - Myers’ 
Eddie Cantor show, has been 
bought by General Foods through 
Young & Rubicam and is sched- 
uled to be aired over the Mutual 
network Mondays at 8-8:30 p.m., 
starting Jan. 6. 

General Foods already has three 
programs on Mutual, having re- 
cently begun sponsoring “Juvenile 
Jury” (AA, Nov. 11). “McGarry” 
will promote GF’s Sanka coffee. 


Makelim Names Self 


Edwin B. Self, formerly director 
of advertising and merchandising 
of Jos. Schlitz Brewing Company, 
Milwaukee, has been appointed in 
charge of the Hollywood office of 
Makelim Associates, Chicago 
agency. 


Eversharp Ups Beutlich 


Harry D. Beutlich, director of 
industrial relations of Eversharp, 
Inc., Chicago, has been appointed 
vice-president in charge of indus- 
trial relations and personnel, 


‘General Printing Ink 
Names Huber V.P. 


| Walter Huber, president of J. M.| 


Huber, Inc., Brooklyn manufac- 
|turer of commercial inks from 
11933 to 1944, has joined Sun 
Chemical Corporation, New York, 
as vice-president of the General 
Printing Ink division. Mr. Huber 
has recently been engaged in re- 
| search in the graphic arts. 

| For a number of years he was 
on the board of directors of the 
National Association of Printing 
Ink Makers, and served as presi- 
dent from 1936-38. During the 
NRA, he was a manager of the 
code authority of the printing ink 
industry, and when the industry 
organized a committee to study 
cost methods, he was selected as 
a member of the Printing Ink Cost 
Bureau. 


Joins Federal Agency 


Jere Whitehead has resigned as 
an art director of Young & Rubi- 
cam, New York, to join Federal 
Advertising Agency, New York, as 
an art director. He was formerly 


head art director of Abbott Kim- 
ball Company. 


“These Metro Group sections 
(In all, twenty-six) 

Are looked at because folks 
Just can’t resist pix. 


“‘They’re locally edited— 
That fact alone 

Accounts for the highest 
Page readership known. 


BALTIMORE SUN 

BOSTON GLOBE 

CHICAGO TRIBUNE 
CLEVELAND PLAIN DEALER 
DETROIT NEWS 

NEW YORK NEWS 


THE NATIONAL NETWORK OF SUNDAY MAGAZINE PICTURE SECTIONS 
INDEPENDENTLY PUBLISHED AND LOCALLY EDITED FOR 14,000,000 FAMILIES 


‘‘Buy twenty-six sections— 
Or just draw a bead 


On 10 publishing cities 
If that’s all you need. 


*‘An audience larger 


PHILADELPHIA INQUIRER 
PITTSBURGH PRESS 

ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


Than many you'll see, 
With key market coverage 
And e-con-o-mee. 


**That’s what to give clients 

For Christmas this year— 
And how to assure them 

A prosperous New Year!” 


And A Merry Christmas To You From 


Metropolitan Group Gravure 


PROVIDENCE JOURNAL 

ST. LOUIS POST-DISPATCH 

ST. PAUL PIONEER PRESS 

SEATTLE TIMES 

SPRINGFIELD UNION AND REPUBLICAN 
SYRACUSE POST STANDARD 


ATLANTA JOURNAL 
BOSTON HERALD 

BUFFALO COURIER-EXPRESS 
CINCINNATI ENQUIRER 

DES MOINES REGISTER 
DETROIT FREE PRESS 


INDIANAPOLIS STAR 
LOS ANGELES TIMES 
MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 


For 
HOSPITAL 


Coverage... 
It's 
HOSPITAL 
MANAGEMENT 


Hospital Management has 
the largest net paid hos- 
pital circulation available. 
It has 543 more hospital 
subscribers in the United 
States than the second 
paper, and 698 more than 
the third publication. 


While these figures do not 
appear in this form on the 
ABC statements, they are 
arrived at by applying the 
first percentage figure in 
paragraph 10 of the pub- 
lishers’ statements (show- 
ing percentage of hospitals 
reached in total circula- 
tion) to the total United 
States circulation shown in 
paragraph 11. 


This makes the evidence 
plain as to which hospital 
publication is preferred 
among hospitals, by the 
executives you want to 
reach with your sales mes- 
sage. 


Hospital Management has 
won its commanding posi- 
tion in the field through 
its editorial excellence. It 
discusses the big questions 
of the day, as they affect 
hospitals, thoroughly and 
fearlessly. Its unique 
news-gathering facilities 
make it the newsiest hos- 
pital publication. Its 
methods articles are au- 
thoritative, and are tightly 
tailored to the managerial 
interests of administrators 
and department heads. It 
is edited in a manner that 
makes it interesting and 
attractive as well as in- 
formative. It is through 
this outstanding program 
of service to its field that 
Hospital Management has 
won the greatest net paid 
hospital circulation. 


yg For Detailed q 
Reference Dota 


THE MARKET 
DATA BOOK 


Business 
Publications 
Edition 


100 E. Ohio St, Chicago 
330 W. 42nd St. New York 
68 Pest St.. San Francisco 

William- Oliver Bidg, Atianta 
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60 
Phoenix Papers Up Three 


Robert C. Hall, national adver- 
tising manager and public rela- 
tions director, has been appointed 
assistant publisher of the Phoenix 
Republic and Gazette. Oliver King, 
circulation manager, has been 
named business manager, succeed- 
ing Sidney Myers, who has re- 
signed. Horace B. Griffen has 


been succeed Mr. 


| King. 


Frank Inglis Retires 


Frank D. Inglis has retired as 
|manager of Reuben H. Donnelley 
Corporation, Cincinnati, after 41 
‘years of service. Wilmer High- 
lands has been appointed to suc- 
ceed Mr. Inglis. 


appointed to 


Reasons Why 


1947 wi 


ll set an 


all-time high in 
GOLF MARKET 
buying: 


because: millions with more leisure, spending 
millions to enjoy it, have boosted activity and 
buying power of America’s golf clubs to a 


record-breaking high! 


because: golf club buying officials must spend 
millions for material, equipment and supplies 
in expanding and modernizing the facilities 
urgently needed to handle golf's booming 


growth! 


because: buying and operating heads are 
primed for the job... know what they need... 
are ready to buy—for the biggest year in golf's 


history. 


GOLFDOM gets action for advertisers who 
get the biggest share of GOLF MARKET 


business. 


A 50% increase in 1946 advertising 


volume confirms its selling power. 


Send for a copy of 


GOLF MARKET FACTS. 


GOLFDOM 


THE BUSINESS JOURNAL OF GOLF 


CHICAGO 


« NEW YORK 


ALSO PUBLISHERS OF 
GOLFING—The National Players’[{Magazine 


INDUSTRIAL EQUIPMENT NEWS 


What's Mew - EQUIPMENT. PARTS MATERIALS 


1946 


® 


What Do You Need ? 


uct news and 


service 


using general 


Details? Ask for 


461 Eighth Avenue 
| 


4 FACTS FOR SPACE BUYERS | 


INDUSTRIAL EQUIPMENT NEWS IS..- 
FIRST...7T. report most major in- 


dustrial product news and information 


| 
FIRST ... As industry’s major prod- ; | | 


information 


FIRST... in number of advertisers 
industrial media to 
reach buyers and specifiers in the 


larger plants in all industries 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 


reporting 


“The IEN Plan” 


N. Y Base 


New York |, 


Lee aN 


, Elk § 


‘Sun-Telegraph’ 
Starts Consumer 
Pantry Inventory 


New YorK—The Pittsburgh 
Sun-Telegraph has announced a 
continuing quarterly consumer 
study of usage in 14 food classi- 
fications. 

The study, which carefully di- 
vorced its findings from the news- 
paper’s promotion by eliminating 
circulation sampling or gifts to 
respondents, covers the months of 
June, July and August. The sec- 
ond three-month report is now 
being tabulated. 

The study is based on 761 in- 
terviews conducted in a precision 
sample by Alfred Politz Research 
Service. A continuous interview- 
ing technique will be employed, 
with a quarterly recapitulation of 
the families to show relative 
standing of brands. 


} 


No Volume Figures 


The newspaper, which made its 
entry into the field under the 
guidance of Stuart List, advertis- 
ing director, emphasizes that no 
figures on volume can be obtained 
from the study, that its figures 
only show actual usage, by per- 
centages, in a representative cross- 
section of the city. 

In deciding to use the consumer 
sample rather than the dealer in- 
ventory, it was said, the news- 
paper was guided by several con- 


siderations, one principal objection 
| to the dealer inventory being the 
|elimination of chain stores. The 
| larger chains do not participate in 
| Present newspaper dealer inven- 
tories. 
| The Sun-Telegraph’s findings 
_indicate sizable acceptance for 
chain store brands. For example, 
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low $29.49. 

The study notes that interview- 
ers made only daytime calls to 
avoid bias against entering homes 
after dark, and that the figure for 
employed housewives is therefore 
lower than actual proportion. 


Runs Radio Contest 


The sales promotion group of 
the National Retail Dry Goods As- 
sociation has announced a contest, 
believed the first of its kind ever 
conducted, for the nation’s best re- 
tail radio programs created dur- 
ing 1946. Scripts and transcrip- 
tions submitted as entries must 
reach the association before Dec. 
31. One hundred best entries will 
be judged at NRDGA’s annual 
convention opening Jan. 13 in 
New York. 


Names Showalter Lynch 


Showalter Lynch Advertising 
Agency, Portland, Ore., has been 
named to handle a new advertis- 
ing campaign for Columbian Op- 
tical Company which begins this 
month and runs through 1947. 
Newspapers, radio, outdoor and 
transit will be used. 


Thompson, Advertising 
Starts in Los Angeles 


Priscilla J. Thompson, formerly 
a divisional advertising manager 
of Bullock’s, Los Angeles depart-j 


ment store, has opened her own) 


agency, Thompson, Advertising, aj 
186 S. Alvarado, Los Angeles 
Blaine Riley, formerly with Art 
Associates, has been named head 
of art and production. 

The new agency has been ap4 
pointed to handle the advertising 
of Broadway Florist of Los An, 
geles, using newspapers, direc 
mail and motion picture adverJ 
tising, and R. V. French Chemica] 
Company for Speed-Brite, a ney 
protective wax coating for Faery 
ture, using radio, point-of-salg 
and direct mail. 


-Leokum Named Orr V.P. 


Arkady E. Leokum, copywritey 
at Lennen & Mitchell, New York 
author of a recent novel of ad4 
vertising, “Please Send Me, Abso- 
‘lutely Free” (AA, Aug. 5), has 
| joined Robert W. Orr & Associates 
[to open Jan. 1 at 270 Park Ave, 
|New York, as vice-president in 
'charge of copy. 


among the top five brands of 
coffee, A&P’s 8 O’clock coffee was 


leading with a 21.2 rating, Camp- | 


bell & Woods’ Breakfast Cheer had | 


20.9, Maxwell House, 8.7, Chase & 
Sanborn, 7.4, and A&P’s Bokar, 
5.1. Readjusted for all brands of 
each company in a relative posi- 
tion index, A&P led with 24%, 
Campbell & Woods had 17%, Gen- 
eral Foods 14%, Standard Brands 
6%, Nestle’s milk products 4%. 


Four Rules Used 


_ The Politz research techniques 
|call for four rules: (1) Starting 
| points are based on _ population | 
| density, taken from 1940 census | 
findings; (2) interviewer bias or | 
discretion as to dwellings is elimi- | 
nated because the interviewer | 
must follow a prescribed route and | 
a predetermined frequency of in-| 
| terview; (3) where no one is at 
| home or the respondent is unco- 
|operative, the interviewer takes 
the next home on the route; (4) 
|calls during successive periods of 


the study will be made on the| 
same households as in the first | 
study. 


The survey breaks down income 
and age groups into three seg- 
ments, income in low-middle-high, 
age in up to 29, 30-44, and 44 up 
The study attempts to avoid repeti- 
tive counts of products by asking 
“Was this bought three months 
ago?”’ These items are recorded 
on interview sheets, but not in the 
final tabulation. 

Some of the survey’s highlights: 

The study developed some orig- 
inal population data on Pittsburgh 
—i.e., that 87.4% of the popula- 
tion is white; that the majority of 
housewives is in the 30-44 age 
bracket (41.4%); that 65.8% of 
the households had _ telephones: 
that the average family size was 
3.9; that 10% of the housewives 
are employed; that 41.8% of the 
families owned their own homes: 
and rental classifications found 
20% over $49.50, 42% in the 
$29.50-$49.49 bracket and 37% be- 
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| Sa Van Norden & Staff, Adver- 
tising Engineers, have been serving many 
leaders of industry and commerce since 1919, 
Main offices in New York, San Francisco, 
and Los Angeles; Radio Headquarters, 
Hollywood; Service offices in Chicago, 


Portland, Seattle and London, England. 
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= ae Ss im] |Worth, has joined the staff of 
ig G-E Limits FM Sets [Rogers & Smith, Dallas, in the 
oN to Proved Areas inewly created position of sales | 
—_ SS —" ‘ — Electric, while “nearing | promotion consultant. Robert 
rly Br BR we ull production” of its first FM-|Peterson, formerly with N. W. 
anager W2b INTHE WOOD AM radio receiver, has asked its | Ayer & Son, Philadelphia, has been 
€part-§] a radio distributors to limit de- | named to head production and 
r Owng) liveries to dealers in areas where|Richard Worthington, former 
Ing, aj “satisfactory FM service” now is/|Dallas Times-Herald reporter, has 
angeles THAT'S WHAT MAKES OLD THOMPSON or soon will be available. | joined the staff as copywriter. 
on SMOOTHER ++ -TASTE BETTER The policy will be continued for — 
ea several months, Paul L. Chamber- : 
lain, manager of receiver sales, Hicks Opens Branch y 
Mm ap said. The company’s first FM-AM)| Jos. W. Hicks Organization, with 
rtising set reaches both the low and high | Offices in Chicago and Omaha, has 
s An4 FM bands, has also a short-wave opened a New York office at 50 E. Reach the men whose 
direct band and an automatic phono-|42nd St. George B. Walker, ac- “NOD” may outsell 
adver4 graph. Other G-E FM sets will|count executive, is in charge. your best salesmen 
ge reach the market after the first ee For 18 years Better Farm- 
Bose ofthe year, Carson Joins D-F-S ase Setter FARMING iro metnoas hos boon 
of-sala . 51, Tom Carson, formerly of Pedlar ' their business magazine. 
3 Join Rogers & Smit' & Ryan and Mutual Broadcasting .,\ \{ METHODS Need we say more? 
ag or pen formerly director at ob hae New York, has oo the ms 15,000 CCA Circulation 
i _.../ |sales and public relations of the|radio time department of Dancer- seh ~ ° ° 
V.P. Globe Aircraft Corporation, Fort! Fitzgerald-Sample, Chicago. WATT Publishing Co., MOUNT MORRIS, ILL. 
\|GLENMORE NUPTIALS—Boosting its 
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Old Thompson blended whisky, Glen- 
more Distilleries Co., Louisville, launches 
the whisky's new slogan, “Wed-in-the- 
| wood.” 

j 


Romance Is Here! 


Glenmore Boosts 
Whisky ‘Wedding’ 


LOUISVILLE, Ky.—Glenmore Dis- 
illeries Company is taking an ac- 
tive part in a whisky romance 
with the introduction of its new 


_flogan for Old Thompson blended 


vhisky—“‘Wed-in-the-wood.” 

With 1,000-line ads appearing 
this month in more than 200 news- 
oapers throughout the country, 
Glenmore will boost its aging 
process for Old Thompson. The 
jistillery blends the whiskies with 
heutral spirits and then puts the 
blend into barrels to “assure a 
verfect union.” The process, Glen- 
more declares proudly,’ takes 
onger and makes a_ better, 
moother whisky. 

The third of the three 1,000- 
ine ads appearing during the first 
hree weeks of December will run 
n red and black wherever sched- 
led newspapers are able to fur- 
lish color. 

D’Arecy Advertising Company, 
st. Louis, is the agency. 


Form Feature Service Co. 


Global Feature Service has been 

rganized at 47 W. 56th St., New 
York, under the editorship of Alan 
3. Sinauer and Emil Zubryn. The 
irm will specialize in supplying 
xclusive editorial copy and photos 
0 domestic and overseas news- 
apers and magazines. 


E 
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Texas housewives are interested 


in good food—and in its prepara- 
tion. And becouse they want to 
know about efficient kitchen 
equipment and labor saving 
| gadgets, The Dallas Times Herald 
offers a unique feature, ‘Kitchen 
Kibitzing,” in the weekly food 
section. This column is devoted to 
| kitchen wares found locally, items 
on unusual packaged foods and 
specialized recipe books of inter- 
est to the gourmet. 
= 
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The old saying “‘it pays to advertise’’ is as misleading as are 
most old cliches. We’ve all seen some “pretty”? campaigns 
that cost the advertiser plenty ... with little or no return. 
We know of other campaigns which cost little or nothing be- 
cause they paid off handsomely. For example: 


The president of a mid-western company who knows the 
power of advertising, says:— 


“Starting along in August of last year, we doubled our 
advertising expenditure in every business paper that 
went into our field. We doubled our advertising expense 
and with a lag of about 60 days doubled our net profits. 
“It was advertising alone that did it because there was 
no other change in our plan or in our products.” 


This man knows that “it pays to advertise’? but only when 
each advertising dollar sells more goods, services, or ideas. 
There is nothing complicated about keeping your advertising 
‘on the beam”’. For a starter, simply pre-test your business 
paper copy by asking these five questions:— 


1. Does my advertising reach the right audience, most 


economically ? 


2. Does it tell the reader how he can benefit by using 
my products or services? 


ABP’s 


BUSINESS 
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3. Is my advertisement specific to the point — in- 
formative ? Does it tell the reader what he wants and 
needs to know? 


4. Is it convincing — truthful or just boastful and 
full of generalities ? 
5. Does it make it easy for the reader to act... to send 


his order or inquiry ? 
That kind of copy pays big dividends. And the advertiser who 
makes each advertising dollar se/] more goods realizes that 
it’s an investment not an expense, and will worry more about 
the cost of not advertising instead of advertising’s cost. 
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ARE YOU READY FOR THE 5th ANNUAL 
A.B.P. ADVERTISING CONTEST? 


Deadline January 31, 1947. The conditions of the 
Competition appeared in the November issue of 
this publication, Reprints are available from A.B.P. 
headquarters. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N.Y. 


1S TO BOOST YOUR BUSINESS 
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62 
Issues Food News 


“News Exchange,” a new pub- 
lication for schools, educators and 
health workers, has been prepared 
by General Mills, Minneapolis, for 
the purpose of improving the eat- 
ing habits of both children and 
adults through school and other 
community action. 


Rupp Joins RCA Staff 


William A. Rupp, formerly 
classified advertising manager of 
Farm Journal and previously with 
Reynolds - Fitzgerald, newspaper 
representative, has joined the ad- 
vertising staff of RCA Victor’s 
home instruments department, 
Camden, N. J. 


Worcester Drug Store Sales 


In which of your markets are sales 


on the increase? In Worcester, for 


one! Drug store purchases in this 


central New England metropolis 
have nearly doubled since 1940—$5,085,000 in 


1945 as compared with $2,603,000 six years ago* 
—a rise far greater than the national average. 


Go after greater sales where sales are making the 


greatest gains, through the Worcester Telegram- 


Gazette, with a daily circulation in excess of 
135,000 and a Sunday circulation of over 95,000. 


“Figures from Sales Management. 


Ves TELEGRAM GAZETTE 


Bess 
PAUL BLOCK and ASSOCIATES, NATIONAL ap 


OWNERS of RADIO STATION WTAG 


WORCESTER, MASSACH USETTS | 
GEORGE F BooTn PubGsher- 
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6 P.M.) *than any 
That's one reason 
leading station 


ALABAMA'S BEST 


BIRMINGHAM 


HOLDS THE: CAROS 


Alabama is our territory. 
Cullman, WSGN has more listeners 
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THE NEWS-AGE-HERALD STATION 


Represented Nationally by Headley-Reed 


60 miles away in 
(8 A.M.— 
other * sat te station. 
why WSGN is Alabama's 


*1946 Conlan survey 


BUY FAR! 


‘Absorption Test’ 
Lifts Silex Sales 
1,160% from 1940 


HartFrorD—A ‘market absorp- 
tion” test which the Silex Com- 
pany has conducted in the Peoria 
market since last May produced 
a sales increase in Silex coffee 
makers in the six-month period 
of May through October of 1,760% 
from the same period of 1940, “the 
last normal prewar year,” accord- 
ing to J. H. Moore, general sales 
manager. 

About half of this increase, Mr. 
Moore explained, “represents sales 
to consumers while the other half 
went to fill pipe lines. During the 
first three months—May to July 
inclusive—68% of the consumer 
sales were made,” with 32% in 
the succeeding three-month period. 
“There was no consistent falling 
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off of sales but varying fluctua- 
tion occurred during the first six 
months.” Sales in October were 
198% above the 1940 mark. 

The plan, he pointed out, was 
intended to provide for establish- 
ment of “normal business condi- 
tions in an isolated area during 
abnormal times. To attain this 
normality the Peoria test area was 
to be flooded with our products 
on a continuing basis for two 
years.” 

Peoria was chosen because of 
“its freedom from cross-distribu- 
tion, and because it is typically 
representative of the average 
American city.” 

The objectives were, first, “to 
establish the amount of merchan- 
dise needed to fill, and keep filled, 
the pipe lines of distribution, 
amply to satisfy the consumers’ 
initial buying surge; secondly, to 
determine normal demand after 
the first phase of the survey, the 
period of surge buying, is over,” 
he said. 

“It is expected,” Mr. Moore 
said, “that sales during the second 


. * BY 


phase will forecast future norma) 
business in the Peoria market ang 


by projecting these figures na-| 
tionally we can plan our produc.) 
tion, sales and advertising activj-.) 


ties, financing and personnel ac. 
cordingly, with a high degree of 
accuracy. That is the chief ob. 
jective of this continuing market 
study.” 


Asks Others to Take Part 


The Peoria plan was initiated 
in May, at which time other man 
ufacturers were invited to par 


ticipate. While a number of con 


the area, they have for reasons o 
their own chosen to work in 
dividually, according to Mr. Moor 
Therefore, 


cerns are conducting surveys 4 


Moore reported, “that ‘selling, 
which has been on vacation dur 
ing the past lush year of pur 
chasers’ scramble to buy scare 
goods, had become a lost art. Thi; 
condition, glaringly present at th 
beginning of the Peoria study 


the results here wl 
ported apply directly to Silex. | 
“It was soon discovered,” Mr) 


| 0000,000 


Circulation? 


Not Us! 


Elks know more people, see more people, 
talk to more people, and influence more people, than 
any other group of 800,000 individuals. That’s why we 
say, Tell it to The Elks—and you’re telling America! 


wa = 


Not that there’s anything wrong with giant circu- 
lation. It’s just not part of our story. 


We believe it’s not only HOW MANY readers a 
magazine has—but WHO those readers are. That’s 
why we're proud of the more than 800,000 men who 
read The Elks Magazine every month. 


These men are important in the communities where 
they live because they lead the civic, business, and 
social activities of those communities. 67% of these 
men live in cities of from 2,500 to 100,000 population. 


51.1% of them own their own business. 60.4% of 
them own the homes in which they live. 84.5% of 
them are married and have families—the kind of a 
market most advertisers want to talk to. 
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months’ period, May through Oc- | ¥Yqnkee Appoints Travers | McCrillis Agency Moves 


tober, the period of pipe line fill- 
ing and surge buying, but it is 
interesting to note that November 
orders came in with normal regu- 
larity, but at a rate of approxi- 


mately 200% above the 1940 
level.” 
Mr. Moore concluded: “The 


Silex Company is not quite yet in 
a position to draw final conclu- 
sions, The situation may not have 
jelled. Also it will be interesting 
to observe the effect of price in- 
creases on consumer sales which 
will be absorbed during the next 
phase of our continuing study. In 
another three to six months, how- 
ever, we expect to publish some 
highly interesting and valuable 
information for the benefit of all 
business concerns.” 


Linus Travers, executive vice- 
president, has been appointed gen- 
eral manager of the Yankee Net- 
work. Mr. Travers will also con- 
tinue as a director of the network 
and of Mutual Broadcasting Sys- 
tem. George Steffy has been 
named vice-president in charge of 
operation of Yankee. 


Appoints Chamberlain 
Warren Chamberlain, for eight 

years with the New York Herald 

Tribune, has joined Cue, New 


York, as eastern advertising man- 


ager. 


Increases Ad Rates 


Effective Feb. 1, 1947, the Free 


Press, Winnipeg, Man., will in- 
crease its advertising rates per 
agate line from 16 to 19 cents. 
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The offices of the Franklin Mc- 
Crillis Public Relations Agency 
have been moved to 700 University 
building, Seattle. 


AMONG LUMBER and 
MATERIAL DEALERS 


is FIRST . 


in CIRCULATION 
— —— in ADVERTISING 
im LEADERSHIP 


& ‘< 
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rmal off the market. People still have 
t and] to be told. Result—local adver- 
na- tising was started July first. .. 
oduc. “Despite all the concern, and 
Ctivi-] the surveys made, relative to 
1 ace duplication of orders on the books 
ee of of manufacturers, distributors and 
f ob- dealers, it was found that unfilled 
larket orders on hand fcr Silex prod- 
ucts in the Peoria area were in 
line with the rest of the country 
rt but no cancellations were received 
tiated when the merchandise began to 
man appear in quantity. On the con- 
par trary, the ‘on order’ merchandise 
- con proved to be about one-third of 
ws i INTERNATIONAL UNITY—Agreement | actual demand. While there 
ons of seems to have been reached on cam- | may have been some duplication 
k in pee + se P. Pe Kruming and | o¢ orders it is not felt that pres- 
. W. Hughes, president and vice- - 
Moore presider.}, respectively, of National ent orders are in any sense in- 
© re+ |Export Advertising Service, New York, | flated. 
€x. | J|and their associate in India, Jagan “This report covers the first six 
”” Mr, |Nath Jaini, head of National Adver- 
elling tising Service, Bombay. This is Mr. 
1 dur4 Jaini's first trip to this country. 
f pur 
scareg Jwas quickly recognized and both 
. Thig idistributors and dealers are im- 
at tha proving their sales effort and 
study} jmethods. 
ee Control Merchandise Leakage 
et 
ecurate records have been 
kept of all distributor and dealer 
sales, and rigid control has been 
exercised to prevent any leakage 
fiof merchandise to places outside 
the ten county area.” 
“All figures on sales during the 
continuing study are net,’ Mr. 
Moore explained. He said “the 


figures are carefully weighed and 
generous allowances made for 
possible but not discernible leak- 
age of merchandise to places out- 
side the area, for the presence 
and absence of certain other types 
and brands of products in the 
market that normally would com- 
pete for the consumers’ dollars. 
‘Adjustments are also made for 
humber, types and quality of 
Healers and distributors, in rela- 
tion to the population and quality 
of the community they serve, and 
n relation to their ability, or for- 
rotten skill, in selling.” 

Some very interesting corollaries 
fo the main problem have been 
revealed during the survey, ac- 
rording to Mr. Moore: 


Needs Local Ads 


“No advertising was permitted 
Bt first but it was quickly found 
hat mere presence of merchan- 
fise at the point of sale is not 
ufficient, even products pre- 
‘iously in short supply or entirely 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


Church Street, N.Y.C.7,N.Y. 
ss BAretay 77-8371 
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Executive Book 
Club Starts Ads, 


Offers Group Rate 


New YorK—The Executive Book | 
Club, which was launched in Oc- 
tober, has begun promotion of 


Henry Hazlitt’s “Economics in} Trademark Law Analyzed 


One Easy Lesson” as a premium to | A S8-page analysis of the Len- 


new members. “ 

The club now schedules Busi- | teak ett tare * tae loan vat 
ness Week, plus advertisements in| lished by the Research Institute 
the Boston Globe, Columbus Dis-|of America, New York. The analy- 
patch, New York Herald Tribune, Sis also covers the background of 
Philadelphia Inquirer and San federal trademark legislation, 
Feanstens Chronicle. ownership and use of trademarks, 


d j j = 
The club uses conventional book and preserving a registered trade 


’ ; mark and protecting trademarks 
club technique, offering monthly | in foreign trade. 


selection with a minimum of four 
|purchases a year. Varying from 
|the norm, however, the Executive 
club offers a group membership 
plan, with special discounts for 
| companies enrolling executives. 

Maxwell Sackheim & Co. is the 
| agency. 


Frantz Names Martinsen 


Richard A. Martinsen, formerly 
director of information for the 
Conference of Alcoholic Beverage 
Industries, with headquarters in 
New York, has been appointed 
advertising and sales promotion 
manager of Frantz Industries, Inc., 
with headquarters in Pittsburgh. 


a ec AS 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 
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SWANK FOR SELLING—Belnap & Thompson, one of 


the largest factors in 
the development of sales and production contests, has opened a swank “incen- 
tive center" in Chicago's Palmer House. One portion is a six-room house, com- 
pletely equipped with merchandise available to contest sponsors, ranging from 
every possible item of furnishings and furniture to intimate apparel and gadgets 


for each member of the family. Shown here is the center's “campaign clinic,” 

an air-conditioned oval room fitted with panels in which “push plans" for various 
types of business are displayed. Here clients may examine the details of suc- 
cessful merchandise contest plans, and develop their own individualized strategy. 


MEN WHO KNOW SELLING... KNOW NATIONAL 


Se ae 


new portfolio 


Be connection with our recent order for 3,500 National 
catalog covers, it has occurred to me you might like to know 
the important part your catalog played in helping us reach 
a decision as to the best type of binding for our own job. 

Some months ago, we began work on our new portfolio. 
When we reached the dummy stage, we had not yet decided 
on what type of binder to use. But through your dealer, The 
General Office Supply Company of Cleveland, and your 
own catalog of loose leaf covers, we found the answer to 
our problem. 

As you know, we chose the general style we wanted, and 
your engineering department then adapted it to meet our 
particular requirements exactly. 


We want to congratulate your whole organization on the 
splendid cooperation you've shown on this job. The portfolio 
has been distributed and we're already getting very 
enthusiastic comments and compliments from our distributor 
salesmen all over the country. 

It was your catalog of loose leaf covers that inspired our 
new portfolio, and | can heartily recommend it to any firm 
publishing sales presentation material.” 


* * « 


Sales and advertising managers recognize the importance 
of a practical, modern binder for presenting their products. 
That's why so many of them are now choosing National. For 
every National Binder is simple to use . . . easy and econo- 
mical to keep always up to date . . . designed for the kind 
of eye appeal that means “Buy” appeal! 


FREE Our new Cover Catalog is a MUST for Sales, 
Advertising Managers, and Advertising Agencies. Copy sent 
on request. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


@NEW YORK-—100 Ave. of the Americas @BOSTON—45 Franklin Street 
@CHICAGO—209 S. Jefferson Street @SAN FRANCISCO—747 Rialto Bldg. 


| household appliances. 


~ 
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New ‘Incentive 
Center’ to Sell 
Sales Contests 


Cuicaco—A new high in swank 
selling of sales contests has been 
reached by Belnap & Thompson iy 
the “Incentive Center” which the 
organization operates on two floors 
of the club building in the Palmer 
House. 

Belnap & Thompson, whose 
president, Roy Belnap, is a pioneer 
in the field, specializes in develop. 
ing, promoting and supplying mer. 
chandise prizes for all kinds of} 
contests, particularly sales con- 
tests but also including production | 
contests, safety contests, etc. 

“Incentive Center,’ which the! 
organization opened last fall, is 
visualized by Mr. Belnap as a 
three-way service which wraps 
the whole contest idea up into a 
ball of wax, permits management 
to study its advantages and decide 
on its own special contest, and at 
the same time enables manage- 
ment to do a sales job on the per- 
sonnel who are to compete. 

Heart of “Incentive Center’’ js 
a completely furnished six-room| 
“prize home,” every item of which! 
is composed of nationally known’ 
merchandise available to partici-/ 
pants in the contest. The com./ 
pany has had a prize home setup} 
for six years, but the new one 
outdoes all previous ones for ele- 
gance. 


Includes ‘Campaign Clinic’ 


Another section of “Incentive 
Center” is a commodious “cam- 
paign clinic,” an oval room com- 
pletely framed with wall panels 
hidden behind attractive draw 
curtains, which contain details of 
previous contests worked out for 
various kinds of businesses. Here 
clients may sit down with BA&T 
executives, review previous ac-] 
tivities in the field, and develop 
workable plans for their own con- 
tests. 

Third sector of “Incentive Cen- 
ter” is an elaborately equipped 
conference hall, capable of 
ing 250 in schoolroom style, which 
is available for use by clients who 
want to launch their contests 
under the most favorable condi- 
tions. The hall is air-conditioned, 
meals may be served, and elabo- 
rate plans have been made for 
putting showmanship into the con- 
test announcement, and for dis- 
playing prize merchandise under 
the most favorable conditions. 

Mr. Belnap firmly believes that 
all contests can be successful, pro- 
vided they are intelligently and 
carefully run, and that they ob- 
serve two simple fundamentals: 
Use merchandise prizes (and espe- 
cially nationally known brands 
exclusively; and set up the con- 
test on a point basis, so that every 
contestant may win a prize of 
some kind. 


seai- 


Buys Tool and Toy Fim 


Lindstrom Tool & Toy Company, 
including subsidiaries, Bridgeport, 
has been purchased by a Brooklyn 
investors’ syndicate, which is 
headed by Manuel Cohen. Lind- 
strom manufactures mechanical 
toys, electric fans, mixers and 
Robert A. 
Wolfe, formerly with R. H. Macy 
& Co., will manage the company. 
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BNielsen Radio Index organization, 
Bout they have been hesitant to 


Jthe advice of the firm’s attorneys 


~'Blibel action. 


‘daged” star or sponsor, offers no 


@week series of broadcasts over the 


BDetroit, the Detroit News station, 
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A. C. Nielsen may begin issuing 
“first fifteen” evening and “top 
ten” daytime radio program rat- 
ings similar to those long made 
available to the press by his com- 
petitor, C. E. Hooper. The idea is 
generally favored both by Mr. 
Nielsen and his associates in the 


launch it, they say, because of 
that it might lay NRI open to 


The fact that Hooper has not 
been sued by some “rating-dam- 


assurance that a suit couldn’t or 
wouldn’t be instituted, the law- 
vers say. It is pointed out that 
American Tobacco Company pres- 
ntly is being sued by a music 
ublisher claiming damage from 
the selection of songs for the 
Lucky Strike “Hit Parade” (AA, 
Dec. 2). 

Even so, NRI hasn’t dropped the 
idea and may yet get legal clear- 
ance to publish “top Nielsens.” 


* * 


Close on the heels of an eight- 


Yankee network, wherein New| 
England automobile dealers are | 
telling the public what problems 
confront the industry (AA, Nov. | 
18), comes a 10-week series of | 
broadcasts sponsored by WWJ, 


launching more public disclosures 
by top executives in the automo- 
bile industry. Henry Ford II was 
interviewed in the first of the 
broadcasts, which will be limited 
to top executives only. Most in- 
terviews will concern labor, sup- 
ply and sales problems. Ralph R. 
Watts, Detroit News automotive | 
editor, does the interviewing. 


cod * * 


If a big majority of its members 
ion’t heave sighs of relief and 
throw away the questionnaires, 
the Chicago Association of Com- 
nerce probably will go ahead and 
tabulate results on the question of 
how rapidly the railroad embargo 
would have forced additional 
lowdowns and shutdowns in its 
brea. The questionnaires reached 
nore than 5,000 association mem- 
bers Dec. 5—48 hours before Mr. 


Buffalo's largest chain of 
theaters, with three first- 
run and eight neighbor- 
hood houses, placed 
52.9% of its 1945 ad- 
vertising lineage in the 
Courier-Express. 


You'll find that it’s equal- 
ly good “box office” for 


you to remember that in 
Buffalo 


... You Need the 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 


Lewis ended the coal strike, 

The association made a survey 
last spring during Coal Strike I 
of the year. The threatened rail- 
road embargo added something 
new, however. During the dimout 
last spring, the Chicago area lost 
$110,000,000 in production 


sales, and $21,580,000 in wage pay- 
ments; 127,000 persons were laid 
off, and the hours of an even 
larger number were trimmed. 
ok Bo ok 
With the comeback of financial 
advertising, the two leading agen- 


cies in this field—Albert Frank-| 


Guenther Law and Doremus & 
Co.—both are expected to bill 
$6,000,000 or more in 1946, and 


| will be included in AA’s $5-10 
|million agency listings for this 
and | year. 


'Gets Wallet Account 
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Burke Promoted 


Aristocrat Leather Products, Edwin T. Burke, for four years 
Inc., New York, manufacturer of |national advertising manager of 
Inner Sanctum wallets, has ap-|the New York World-Telegram, 
pointed Sweetser, Byrne & Har-|has been promoted to assistant to 


rington, New York, to handle — business manager. He will be 
forthcoming national magazine ad- | succeeded by John J. Kelly of the 
vertising. national advertising sales staff. 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


©O BAY STREET. - TORONTO 


ADVERTISING MERCHANDISING 


TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON VANCOUVER 


Phetegraph Courtesy of 
Liggett & Myers Tebacce Co. 


~ 


Comolidated COATED Vipeu 


PRODUCTION GLOSS... MODERN GLOSS 


The above illustration was used in the interesting advertising 
brochure, ‘““TOBACCOLAND, U. S. A.”’, in which Liggett & Myers 
Tobacco Co. pictures the extensive operations employed in 
the production of Chesterfield Cigarettes. To secure striking 
half-tone reproductions of the unusual photographs which 
make this book impressive and convincing, the publishers 
chose a Consolidated Coated Paper for the printing. 


Manufactured in weights down to 45 pounds, Consolidated 
Coated Papers meet almost any printing need. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIM OFFICES 


WISCONSIN RAPIDS, WISCONS!N 


Five Modern Sills 


SALES OFFICES 
235 $0. LASALLE ST., CHICAGO 1 
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Keep the Ideals, 
Adman Tells Veteran 

To the Editor: This is in reply 
to the letter written by the war 
veteran who admits he wrote a 


have the right you claim, and 
don’t let your fiercely 
conviction on your “rights” die 
down to embers. Your criticism 
was mild, your attitude generous. 
“corny” letter, published in your! You really glossed over some 
Oct. 21 issue. events which, when revealed as 
The first sentence of his third | they surely will be, will make a 
paragraph in his letter in your|smell you never smelled before. 
Nov. 25 issue is what I like most. You have no idea what went on, 
“T believe I have earned the right|for you are only told the mildest 
to criticize this economic system| of the offensive practices that oc- 
if I see anything wrong with it...”|curred. Just today, talking over 
And that stands with a lot of us,|an incident with a top sales ex- 
some of whom have served our|ecutive, we agreed that this war 
country, like you, in wartime.|was won by the United States’ 
(The writer was a range finder op-|industry personnel in a_ half- 
erator in a 14-inch gun turret in|drunken condition. And that 
World War I, and a member of|stands. Workers throughout this 
the Quarante Hommes et Huit/country thronged ‘“night-spots” 
Chevaux of the American Legion.) | and “beer joints” and absenteeism 
Sir, don’t let anything or any-! mounted to a proportion that was 


=> 


war 


Letters are welcome. 


one change your belief that you, unbelievable—even in 
| where a son or husband was out 

burning | where you were, getting shot at. 
Traveling around through 30-odd 
production centers, 
tographer and myself saw all this, 
We watched the wartime inflated 
wages being spent for alcohol by 
people on whom you were de- 
pending for material and “ammo.” 
A friend of mine made up payrolls 
in an airplane valve manufactur- 
ing plant where floor sweepers 
were paid $100 a week. We saw 
certain individuals close up retail 
businesses and enter manufactur- 
ing with bank-borrowed funds, no 
experience and a government con- 
tract obtained by bribery and col- 
lusion. And we had a union offi- 
cial in an airplane plant make a 
public statement that if production 
of aircraft needed by fighting forces 
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SELECTED MASS CIRCULATION 


leant To 


SALES-MINDED MEN... 
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|/in a tough spot meant relaxing|to drop this type of advertising, 


+ : y ; : “ss oS jee ~ 
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ELLING PLANS, obviously, can’t hope for prof- 


itable effectiveness unless they can relate themselves to 


spendable consumer dollars. That is why a recent inde- 
pendent survey* made in Chicago is of such importance to sales-minded 
men. This survey brings to sales executives a report of families whose buy- 


ing funds are measured by the following group incomes: 


Over $7,199, 10.8% .. $5.000-8$7.499. 13.9% .. $3.000-$41.999. 
39.6% . . $2.000-$2.999. 23.3% .. Below $2.000. 12.4% 


These incomes, when translated into sales, represent a rich market 


potential for the manufacturer. 


It is an inexhaustible market. It is an 


exceptional market in that it can be reached by a single newspaper with 


selected mass circulation—the Chicago Daily News. 


The Daily News is Chicago’s HOME newspaper, welcomed into the 


HOMES you want to sell. And sales-minded men have found out from 


experience that only by using the Daily News—and its selected mass cir- 
culation—can they expect to develop MAXIMUM returns from the second 


largest trade center in America! 


*Conducted exclusively among regu 
lar readers of the Chicago Dally 
News. representing a valid cross- 
section house-to-house sampling 


CHICAGO DAILY NEWS 


For 70 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 


DAILY NEWS PLAZA: 400 West Madison Street. CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 


NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 


one iota of union claims, the men| the committee centered its fire on Anothe 
in the armed forces could die until | the weakest spot in the Hill forij- yielded 1 
and unless those claims and de-| fications, which happened to be gMr. Hill’ 
mands were met. the testimonials. Lt. Gen. 
Yes, you are green and inex-| The methods employed to mander . 
perienced in doing some of the|these testimonials were as un.g@oe A™ 
intolerably dirty and un-Chris-| savory as anything in the histor im. orces. 
tian-like things that were done| o¢ advertising and the use if itted hi 
back here while you were away.) which they were put was still m: S ot pictu 
Just stay that way. Hang on to nauseating. Those which stirre ertiseme 
your idealism and in spite of it up the hottest criticism were oh. uuckies \ 
you will lift yourself out of the | viously designed to increase Mkeep fit 
$42-a-week-class soon enough. We| market for cigarets among bo; yunced 
are going to need a lot more men | and adolescents, because they were and rebu 
like you, and very soon. And it’s | sioned by famous athletes ang g™ent in 
going to be a fight, and that’s not) athletic coaches. The late Knute @! the A 
a joke, son. Rockne, then at the height of hi: @™it to be 
JOHN C. STEPHAN, fame as football coach of Notre@™ conn 
Cleveland. | Dame, wrote me that one of Mr pmterpris: 
‘es | Hill’s emissaries had offered him| 1 admil 
Throws More Light $5,000 in cash for a testimonial, gee" yea! 
: lregardless of the fact that no;/g™ 4 prof 
on G. W. Hill Saga lonly did he not smoke Luckies (PS 2dver 
To the Editor: After reading| but did not smoke cigarets at al), }g° forget 
the eulogies that crowd the ad-|“I kicked him out of my Office,” nade so 
vertising magazines, we begin to|said Mr. Rockne. ing to 
wonder whether the late president} Speaking at a meeting of the|gextbooks 
of the American Tobacco Com-|Football Coaches Association, |pPeoPhyte 
pany is going to become the|W. W. Roper of Princeton had this|g’ole st 
patron saint of the advertising|to say: “We must stop the ex-| 
profession. ploitation of football for commer- 
George Roosevelt (AA, Oct. 28),| cial purposes. I know nothing that 
speaking of him as “the great ad-|has exasperated me more in my| 
vertising genius and _ business/entire 25 years’ experience with tore C 
leader,” and Edward Pearson|the game than the flaming bil]-)§ To the 
(Printers’ Ink, Oct. 5), referring| boards with pictures of severalMjment yo 
to him reverently as “one of ad-|football players, coaches, and @Advertisi 
vertising’s great teachers,” are/athletes advertising Lucky Strike Most 
good examples of these tributes. cigarets. If this cigaret advertis- with yea 
But before the universities be-|ing of football players, coaches, jerved th 
gin to make Mr. Hill’s career a| and successful athletes is con-@professio1 
required subject for students of| tinued it will do more to under-@rchitectt 
advertising, I suggest we inquire | mine the good results accomplished pf the 
more closely into certain aspects|by the game in building up the§ven int 
which eulogists like Messrs. Roose-| health of the boys and the young @practitior 
velt and Pearson either don’t}men of this country than any-jround tl 
know about or have seen fit to| thing else I know of.” ion lead 
overlook. I still have a copy of this ad-@heir wiv 
Sixteen years ago, Mr. Hill was|dress which Mr. Roper sent us@heir soc 
the storm center of a controversy | with permission to use it in any Pvokes nc 
over purchased testimonials. I} way we saw fit. lary bus 
came into this row as secretary Mr. Hill’s greatest mistake (if Many 
of the National Food Products| “mistake” is an adequate word) Joung de 
Protective Committee, an organi-| was in buying testimonials from@me he 
zation established by the food|popular heroes. One of these§n adver 
manufacturers for their joint de-| heroes was George Fried, com-nabling 
fense against the Lucky Strike ad-|mander of the steamship America, omicall) 
vertising that urged readers to| who directed the heroic rescue of vno run 
light a Lucky whenever they felt | the crew of the Florida. Mr. Hill’s@ ons, fre 
tempted to “reach for a sweet”—| writers had Captain Fried sign aJeopardiz 
candy, cake, preserves, pastry,|statement that to all intents and§men with 
sweet foods of every kind. 'purposes divided the credit be-@ Whate\ 
Because we realized that popu-|tween Captain Fried’s crew andj the p 
lar opinion was the only instru- | the Lucky Strike cigarets they@urely ha 
ment that would force Mr. Hill! smoked to ease the strain of thejact that 
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escue work. 

Another popular hero who 
yielded to the blandishments of 
Mr. Hill’s' testimonial buyers was 
Lt. Gen. Robert Lee Bullard, com- 
mander of the Second Army of 
the American Expeditionary 
Forces. General Bullard per- 
mitted his name to be signed and 
s picture to be used on an ad- 
ertisement asserting that smoking 
L.uckies would help an Army man 
keep fit.’ The general was de- 
nounced on the floor of Congress 
and rebuked by the War Depart- 
nent in a reminder that “officers 
yf the Army will not use or per- 
mit to be used their military title 
n connection with commercial 
nterprises of any kind.” 

I admit that what happened six- 
een years ago is ancient history 


o forget the mistakes Mr. 
nade so long ago. But if we are 
soing to write his career into our 
extbooks as an inspiration to 


vhole story? 
ALLAN P. AMEs, 
New York. 


ore on Designers’ Ads 
To the Editor: May I compli- 
ment you on the editorial ‘No 
Advertising for Designers.” 
Most advertising agency men 
with years of experience have ob- 
served that the so-called ‘‘ethical’”’ 


irchitecture, etc., take quite a toll 
ff the ethics, self-respect, and 
pven integrity of some of their 
yractitioners whose efforts to get 
around the no advertising restric- 
ion lead them, and incidentally 
heir wives, to the prostitution of 
heir social lives, on a scale that 
vokes nothing but pity from ordi- 
lary business men. 

Many is the time a_ sincere 
young dentist or architect has told 
me he considers the restrictions 
n advertising chiefly a device for 
enabling the older and more eco- 
ljomically secure practitioners, 
vho run the professional associa- 
ions, from having their practice 
,eopardized by newer and better 
{@nen with more to offer. 

Whatever weaknesses may exist 
n the practice of advertising, it 
urely has nothing to do with the 
act that advertising agencies are 
ermitted to advertise. 


HENRY MAYERS, 


‘ The Mayers Company, Los 
Angeles. 
a 


Readers Tell Reactions 


o Luckman Speech 


To the Editor: 
incerest congratulations for your 
aving devoted an entire page 
overing nearly a “full text” re- 
rt of the talk made by Mr. 
yharles Luckman, president of 
ever Brothers, which appeared 
n ADVERTISING AGE, issue of Nov. 


C 
This, without a question of a 
ubt, is the finest 
it I have ever read of a subject 
iat requires uppermost thoughts 
f all our business leaders. I wish 


is article could be put into the 
ands of all members of the Na- 
nal Association of Manufactur- 
, Chambers of Commerce, and 
en to the teachers in our schools. 


essful in putting into realist ap- 

cation the policy and belief 
lich Mr. Luckman advocates, I 
el sure that this nation never 
eed worry about the adoption of 
new form of government. 

C. C. PLUMBACK, 
Coordinator, Sales Research & 
Promotion, American Steel & 
Wire Company, Cleveland. 


To the Editor: You might be 
terested in the way Mr. Luck- 
n’s recent address was handled 


n a profession that moves as fast | 
is advertising. Maybe it is time, 
Hill | 


neophytes shouldn’t we tell the 


wrofessions of medicine, dentistry, | 


Please accept my | 


presentation | 


nat, in some manner, copies of | 


! we could only be partially suc-'! 


Advertising Age, December 16, 1946 


in the labor press. 

I do not read all the labor papers 
in the country, but by far most of 
them, anyway. The Hat Worker 
was the only one reproducing the 
entire address. It was the subject 
of an editorial in Labor. Counting 
your editorial and the verbatim 
report, your coverage was the 
most thorough of all. There likely 
will be more comment in the 
monthly labor press. 

If any awards are in the offing 
for bulwarks against new ways 
of economics or changes in the 
social order, consider Mr. Luck- 
/man, 

E. A. Moore, 
| The Signalman’s Journal, Chi- 
| cago. 


| To the Editor: I want to thank 


whoever was responsible for pub- 


lishing Mr. Luckman’s speech in 
the Nov. 18 issue of AA. So much 
is at stake in our working out our 
own economic and industrial prob- 
lems, not only as this affects our 


own progress, but that of the 
whole world. We don’t hear many 
constructive suggestions toward 


solving these probie:ias. So it was 
heartening to read those made by 
Mr. Luckman, and all the more 
so because his word carries weight. 


If we are going to have a stable | 


in this country, it will 
have to come through economic 
peace, and someone has to start 
a movement toward burying the 
hatchet. 

Maybe you can get some other 


economy 


. | 
business leaders to express other | 


/constructive views, and you can 


certainly publish editorials which 
will stimulate advertising people 


67 


ito go to work on these problems. | plishing the “togetherness.” 


{I hope so. 
Etna M. KELLEY, 
New York. 

P.S. Perhaps I am identifying 
|myself with the proletariat be-| 
'cause I’ve had to move to the 
lslums. The housing shortage did 
|that to me. (No, that’s a joke. 
Even if I lived in a Park Avenue 
mansion, I’d still think what Mr. 
|Luckman said makes good sense.) 


| 
| | 

| 
| 


— | 

To the Editor: ‘Business itself 
must take lead in raising working 
| standards, says Lever Bros. Head.”’ 
| Doubtless you will have many 
requests for reprints of the above 
'speech of Mr, Luckman. 

It is fortunate that there are a 
'few more enlightened souls even | 
though their abstractions never get | 
‘around to the “how” of accom-| 


I guess the golden rule and the 


| Ten Commandments are too simple 


to be understood or taken seriously 


by those who are blessed with 
understanding. 
Anyway, I would like to have 


at least six copies of this article, 
if they are available. 
S. W. HETHERINGTON, 


Advertising Manager, The 
Williamson Heater Company, 
Cincinnati. 
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Chase Probes Esso 
Labor Policy; It's 
Good, He Writes 


New YorK—Stuart Chase, writer 
and economist, was invited by 
Standard Oil Company of New 
Jersey to air his views on the 
company’s employe - management 
relations. In “A Generation of In- 
dustrial Peace,” the first part of 
which appeared in the Lamp, 
Esso’s house organ, a man gen- 
erally classified as left-of-center 
in political thinking examined a 
mammoth corporation’s labor pol- 
icy and found it good. 

Mr. Chase found a record of 
labor harmony, relatively undis- 
turbed since two major strikes at 
the company’s Bayonne refinery 
in 1915 and 1946. This placid area, 
Mr. Chase found, is due to: (1) 
stressing of workers’ security in 
the form of benefit plans; (2) pay- 
ing prevailing or higher wages; 
(3) recognition of the manifold 
responsibilities of the company to 


its labor force, government, pub- 
lic and stockholders; and (4) rec- 
ognition by management of the 
necessity for teamwork in indus- 
try. 


Hicks Plan Pays Off 


Clarence J. Hicks, a pioneer in 
labor relations, started employe 
representation in the company 
after the 1916 strike, and worked 
out the Hicks plan, the salient 
features of which are anti-dis- 
crimination clauses, collective bar- 
gaining, high wages, medical and 
safety measures, special training 
and selective promotion. In 1920 
the company adopted bi-lateral 
savings plans, and in 1922 all em- 
ployes received paid vacations. 

The company has missed the 
postwar wave of strikes, largely 
due to the fact that it voluntarily 
raised hourly rates 15% when it 
resumed its normal 40-hour work 
week, and when the 18% pattern 
became universal, the company’s 
unions negotiated a 3% increase. 

Although polls showed only 
50% of G.l.s wanted to return to 


Want Reprints? 


There have been so many 
requests for reprints of the 
advertising costs chart and 
story which appeared in Ad- 
vertising Age Nov. 11 that 
we have reproduced the com- 
plete material in a folder. 
Send your order in now for 
the quantity you want at five 
cents each. 


their prewar jobs, 93.4% of the 
7,321 Jersey Standard employes 
who went to war returned to the 
company. And during the past 
15 years, turnover in employes 
has never exceeded 22%. 


American Can Ups Jewett 

F. G. Jewett, formerly assist- 
ant manager of sales of the At- 
lantic division of American Can 
Company, has been appointed 
manager of sales promotion of the 
company, with headquarters in 
New York. 
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Michigan Gas Company 


Runs Pipeline Copy 


Michigan Consolidated Gas Com- 
pany, Detroit, used full-page 
newspaper space to announce that 
it has won Federal Power Com- 
mission approval of construction 
of a new natural gas pipeline from 
Texas to Michigan, making avail- 
able to Detroit district users 
“three times the amount of gas 
used during 1945.” 

The company has been assailed 
by Panhandle Eastern Pipeline 
Company (AA, July 29), which in 
paid space in Detroit and other 
Michigan papers charged that the 
proposed pipeline would be far 
from adequate for needs of the 
area, and that Michigan Consoli- 
dated had refused to negotiate a 
new contract for natural gas sup- 
plied to the utility by Panhandle 
Eastern. 


Gets Clothing Account 


M. Nirenberg Sons, Inc., New 
York, manufacturer of Lion of 
Troy shirts and sportswear, has 
appointed Sweetser, Byrne & Har- 
rington, New York, for a national 
magazine campaign. 


AMONG ALL CONSUMER PUBLICATIONS... 


FIRST in total volume of advertising pertain- : 
ing to the home. 


FI RST “in volume of retail store advertising of — 
home furnishings. 


FIRST 


in influence with the trade in home : 
furnishings — with $5,000 paid trade — 


subscriptions. And over 700 retail 
stores throughout the country have . 
paid for more than 3,500,000 lines of 


newspaper advertising 


to tie-in with House 
Beautiful’s “BETTER 
your home... better your 
LIVING” Crusade. 


FIRST ON THE LIST: OF FORWARD- 
THINKING ADVERTISERS. FOR\1947 


400.00 CIRCULATION AND STILL GROWING! 


House Beautiful’s fabulous Golden Jubilee issue— 
a magnificent, authoritative history of the home in 
American life—past, present, and future—a col- 


lector’s item and a treasured text for years to come! 
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TESTIMONIAL — Consumers’ Research 

findings are the basis for this one-shot 

ad, used by Lorr Laboratories for Dura- 

Gloss nail polish. Baker & Hosking, New 
York, is the agency. 


Consumer Group 
Study Gets Plug 


Via Dura-Gloss 


PaTERSON, N. J.—Lorr Labora- 
tories broke precedent on iwo 
counts recently with a one-shot, 
1,200-line advertisement for Dura. 
Gloss nail polish. It was the first! 
time Dura-Gloss scheduled news- 
paper copy, and it was one of the 
few occasions on which an adver- 
tiser gave a plug to Consumers’ 
Research, Inc., an organization 
often highly critical of advertising 
practices. 

Copy, prominently displaying 
the Dura-Gloss container, boldly 
announced, “Alone among all na 
polishes tested, Dura-Gloss com- 
bines greatest wearing quality 
with quicker drying time!” “Here's 
the proof—from tests conducted 
without fear or favor by a promi- 
nent research organization,” the 
ad continued. “Early this year a 
report of impartial tests of 10 lead- 
ing brands of nail polishes, con- 
ducted according to standards set 
by United States Testing Com- 
pany, was published by Consum- 
ers’ Research.” 


Enumerates Good Points 


The report showed, copy went 
on to say, “that Dura-Gloss nail 
polish possessed greater wea'- 
ing quality (film durability) than 
any other polish tested — even 
those costing several times as 
much per bottle. It also showed 
that Dura-Gloss nail polish was 
the only polish among the three 
recommended brands which had 
not sacrificed film durability t 
drying speed, In other’ words, 
Dura-Gloss nail polish was found 
to be the only polish among those 
tested combining greatest wearing 
quality with quicker drying time.” 

Lorr reported also that moreg? 
Dura-Gloss was bought in 1946 sly foll 
than ever before. The one-shot Ss kee 
appeared in the Dec. 1 issues CM fnite a. 
the Chicago Tribune, Detroit NewsMfars are 
Los Angeles Examiner, New York@ndorsed 
Herald Tribune, Journal-Ameti-@pllege p 
can, News and Times, and the Sanjfpen, sale: 
Francisco Examiner, and alreadygp' have 
has received much favorable tradé 
comment, Lynn Baker, whos 
agency, Baker & Hosking, handle 
the account, told AA. 

The company appropriaté 
$400,000 annually for advertisin 
and sales promotion, more ‘hal 
$250,000 of which is spent in 
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sumer magazines. Next  y: -—— << 
schedule calls for full color i: lvertisin 
insertions. v. 1216 
‘iliildialiagiacatctiatili 0 E. Ol 
rentleme 
Keystone Adds 11] Ones 
Keystone Broadcasting Sy ique for 
has increased its number of es: 
iates to 233 with the recent a 
tion of 11 stations: WRHP, ime 
jlahassee, Fla.; WSGC, Elbe 
Ga.; WFOM, Marietta, Ga.; WR itle 
Vidalia, Ga.; KWHK, Hutchir 
Kan.; WATZ, Alpena, Mic’ @fompany 
WWSC, Glens Falls, N. Y.; W! 
Malone, N. Y.; WMOA, Maric''*fiiddress . 
O.; WKDK, Newberry, S. C.., 
WKRMM, Columbia, Tenn. ty 
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Dallas District .... 24 r3: 
pe Oe 24 3 
POCt WOoree i... ccs 17 2$ 
Co a 32 4 

ee ae E es fe: ee i ee San Antonio ..... 28 
: San Francisco Dist. 18 r3 

Federal Reserve Figures on Department Store Sales Los Angeles Area 14 40 
OBOMMME Locke ccti 24 41 
San Francisco ... 15 33. — 
POrtiame ....66%ss 24 31 — 
Salt Lake City .. 1 33 
WORGEI@ Sa b5c0 cae 16 7 
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WASHINGTON — Department store Chicago ..... 2 
ales during the Thanksgiving| Indianapolis | 

: 9° 
week this year were only 2%| Detroit ...... ++ 20 43 
/ th : the last k of Milwaukee ...... 2 
ibove those in the last weeK O!| g¢, Louis District .. 24 35 
Jovember a year ago, the Fed- Little Rock 
sral Reserve Board has reported.| Louisville ....... 39 44 
‘he gain was small because} St. Louis ........ - 
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| in ke Appoints Rothgerber 

hanksgiving was observed NovV.| minneapolis Dist. .. Leonard A. Rothgerber Jr., for- 
»2 last year, and the final Novem- Minneapolis ..... merly fashion editor of Pic and, 
ser week had six shopping days. ee | eee (Not available) during the war, consultant with 


Despite the shorter shopping|,,Duluth-Superior . : the research development branch 


‘ Kansas City Dist... 25 r35 ; 
veek this year, seven of 11 dis- of the Office of the Quartermaster 
y la > - General, has been appointed 


ricts showed sales gains, with) Wichita ...,..... > 2 = fashion consultant of Varsity, a 
: Setri nt? Kansas City ..... 24 38 — : J 

a = ge dll emg Py had MR” ER 25 17 — 2 |magazine for young men_sched- 
ain highest. ore than na e ‘i 5 uled for publication by Parents’ 


Oklahoma City .. 25 33 
Institute, New York, in April. 


no 
7] 


Aone ooo 


ities had sales gains, led by Den- Tulsa 
‘er’s 23% increase. Greatest de- 
reases were the 10 and 7% drops 
or Philadelphia and the Phila- 
ielphia (third) district, respec- 
ively. 


% Gain Over Same 
Week Last Year 

‘ederal Reserve Nov. Nov. Nov. 
istrict and city 16 23 30 
INITED STATES.. 24 41 
oston District .... 27 37 1 
New Haven ...... 33 39 
WOE. 6k:6 6% dk 0c ws 29 41 1 
Springfield ...... 21 27 
Providence ...... 37 29 1 
jew York District.. 28 48 
MOWER sec ccsees 31 43 
GG  Siadads tia 25 46 
oo ge Ss a 29 50 
Rochester ....... 27 r34 1 
oe ee 31 51 1 
hiladelphia Dist... 26 44 
Philadelphia ..... r20 44 
Cleveland Dist. .... 27 41 
BES dtrareSie:0%. 3:8 18 28 
Cinemmmati ......: 23 40 
Cleve@lAnd .. cess 29 38 
CHIEN. Ss80i3%5 24 49 
POR Fike (dca 22 31 
Pittsburgh ...... 30 47 
ichmond District... 16 36 — 
Washington ..... 9 36 
DAICEMROTE .cccees 19 40 — 
tlanta District ... 24 r40 
Birmingham ..... 23 39 — 
err reer 30 45 — 
AS. 44%4 trea 19 r3l 
New Orleans .... 30 49 
| a ei 26 45 
‘hicagwo District ... 23 r43 
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Technique for 
Producing \deas 


7 
James Webb Young 


Vhere do the moneymaking ideas 
ome from—those ideas that make suc- 
essful novels, radio programs, moving 
ictures, sales campaigns and business? 
ames Webb Young, one of the highest 
aid idea men in the advertising busi- 
ss, set out to answer this question 
or his students at the University of : - 
‘hicago. The result is a little book ; ‘ ~saamielaen ; 299 . 
hat you can read in an hour but will ss ae: 

emember the rest of your life. In the 


implest and clearest of language Mr. iio —_— 7 
{oung has succeeded in describing the ; P 
yay the mind works in all creative “Moun Rural intoenee S oe _ 
cople. He gives you the formula here,” says A. J. Renner, an tor : 


Scott : Comey Milling. 


ich they consciously or unconsci- 
See U6 | BALANCED AGRICULTURE 


—. sy 


S 7 


ne,” 


ows you how to train your mind so 


it idea production is, as he says, “as ; e : , . , = 7 
efinite a. the process by beth es , In Southeast Missouri, Mr. Small Farmer plays safe on his income. Typical of this important - 


irs are produced.” Enthusiastically a Poke FR ~ section, Horace Byrd, who farms 160 acres of rich land in this area, brought last October his first ag 
dorsed by sales managers, editors, —_ ” 9 oe trailer load of cotton attached to his first truck load of corn, to market. The cotton was delivered 
lege professors, poets, advertising ¥ to the Planters Gin Company, the corn delivered to the Scott County Company in Sikeston. He 
n, salesmen and business executives sold this cotton for $410, his corn for $216. He could expect the price of cotton to drop, but it would 
o have read it. It's a cotton country, but load after load . . ° 

strains the capacity of Scott not wipe him out. Corn, wheat, soybeans and lespedeza, as well and poultry and dairy products, 


end for your copy of A TECH- : all maintained his year’s profit. 
‘IQUE FOR PRODUCING ot. gr a oem , , ‘ 
DEAS now. Only $1 postpaid. . s es Hundreds of Southeast Missouri farmers have built a year 


, i : 3 i ‘round, balanced farming business under a statewide Missouri 
dvertising Publications, Inc. ieee re program which farmers have heard about and adopted through 
)0 E. Ohio Street, Chicago 11, Illinois $i JA Se action-promoting MISSOURI RURALIST. Missouri farmers look to 
ILL IN AND MAIL THIS COUPON Oy MISSOURI RURALIST for farming leadership. 

TODAY a Ma Because of its integral role in Missouri agriculture, Missouri's 
Paes ge => +e erates the , state farm paper, MISSOURI RURALIST, is the logical medium for 


vertising Publications, Inc. advertising designed to reach this permanent, advancing farm 


v. 1216 market. 
0 E. Ohio St., Chicago 11, IIL. 


ventlemen: 


ease send me....copies of “A Tech- ; | | 
ique for Producing Ideas”. Enclosed ' 


* 
POUND: nc hed euewt on 6544430044043 0005 


Coe err cecereresrereseesseeseess yee ASS CAPPER PUBLICATIONS, INC. advertising offices are in New York, Chicago, 
: 7 San Francisco, Kansas City, and Topeka, Kansas. Editorial office: FAYETTE, MISSOURI 
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Winthrop Promotes Three 


William LeBar, manager of the 
Metropolitan A division of Win- 
throp Chemical Company, New 
York, has been promoted to man- 
ager of Winthrop’s retail sales, 
succeeding Sidney C. Mills, who 
has been named administrative as- 
sistant to the president and as- 
sistant treasurer. Mr. LeBar will 
be replaced at the Metropolitan A 
division by J. Gilbert Thomas, re- 


cently manager of the Winthrop 
branch in Manila. 


Seagram Names McAvity 


James Malcolm McAvity, for- 
merly assistant to the sales man- 
ager of Consumers Glass Com- 
pany, Montreal, has been ap- 
pointed general sales manager for 
Canada for Seagram - Distillers 
Corporation, with headquarters in 
Montreal. 


~ 
LAWRENCE & 
Was 
Massachusetts’ 
LEADER 
in 
Retail Sales 


eB Gain! 


Oops, don’t say you forgot Lawrence on 
your ad schedule this December. HURRY 
. or you'll lose the profits America’s 


Worsted Textile Capital can give you! 


their 


Reach the people who are better able 
to buy your product. Reach them thru 
daily 
Tribune. 
homes. ABC Circulation over 35,000. 


newspaper — the Eagle- 
Read in 95 out of every 100 


rr EAGLE- TRIBUNE 


LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. - NATIONAL 


REPRESENTATIVES 


NORTH JERSEY - 


A DAY-SERVING 


AMERICA’S FOURTH 
LARGEST MARKET 


fore 


\ 


A8 retail advertisers 


at a cost of: 


less per listener—in North Jersey— 
America’s 4% Largest Market than any 
other station including all 50,000 watters! 


*Do you reolize this mortet 
contoins over 3% million 
people; more thon these 14 
cities combined: Konsos City, 
Indianapolis, Rochester, 
Denver, Atlente, Toledo, 
Omohe, Syrecuse, Rich- 
mond, Martiord, Des Moines, 
Spokone, fort Wayne, Dollies. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” 


|declared that most of its success 


‘Here's to You, 
Chicagoan Says, 
and Nets Profit 


Cuicaco—Thomas E. Neuberger 
for several years running has been 
making himself and about 400 
others chipper and gay on their 
birthdays, assorted anniversaries, 
etc., by wishing them the best and 
everything that goes with it. It 
got to be such fun that Mr. Neu- 
berger last Aug. 1 dropped every- 
thing else and started a business 
called Anniversaries, Inc., through 
which he is able to make remem- | 
bering pay a profit. | 

Anniversaries, Inc., (“We re-| 
member so you can forget’’) con- 
fines its services to commercial 
firms only. It offers retailers a 
service which sends their cus- | 
tomers not only greetings but also | 
gift certificates. Special checks are | 
included which customers present 
at stores for their gifts. 

Names and addresses of cus- 
tomers are written on cards by | 
those who wish some particular | 
anniversary remembered. Weekly, | 
Anniversaries, Inc., picks up the | 
ecards from various. subscribers, | 
files them andion the appointed day 
sees that the gift certificate and 
greeting go out. 


Pay 21 Cents Per Check 


Retailers, for this service, pay 
a total of 21 cents for each gift 
check. Mr. Neuberger declares 
that there is no contract, no mini- 
mum amount which each retailer 
must pay. 

Right now, Anniversaries, Inc., 
is sending out about 500 cards and 
gift checks weekly to customers 
of such varied businesses as flor- 
ists, taverns, furniture _ stores, 
cleaners, baby shops, women’s 
wear shops, stock brokers and in- 
surance offices. Mr. Neuberger ex- 
pects by June 1, 1947, to send out 
about 10,000 cards weekly. He 
also expects the business to branch 
out from Chicago to include Los 
Angeles and then New York. 

Anniversaries, Inc., has 24,000 
names on its lists now and ex- 
pects by next June to have about 
1,000,000. Doing business at 208 
North Wells St., the firm is be- 
lieved to be the only one of its 
kind offering service to commer- 
cial houses. 


Duplication Ruled Out 


The custom of its subscribers 
now is to give, for example, a 
free drink at a subscribing tavern, | 


|or a free cleaning by a cleaning 
| shop, etc. 


Optimists who wish to 
fill out a number of cards with 


j | Varying anniversary dates to in- 
: | crease the flow of free drinks and | 
| other gifts are forestalled by care- 


ful filing which, Mr. Neuberger 
says, eliminates any duplication. 
Obituary lists in daily newspapers 
are checked constantly to make) 
sure that no deceased receives a/| 
card for a free gift. 

Anniversaries, Inc., unfortu-| 
nately sometimes finds itself un-| 
able to cooperate with potential | 
customers, as in the case of a| 
bookie who was willing to offer a 
free bet to good customers. Under- | 
takers are poor prospects, too, Mr. 
Neuberger points out. Occasion- 
ally, some enterprise with a faint 
tinge of illegitimacy wants to be 
remembered to its customers, but 
is chagrined to find that the com- 
pany will not go outside the law. 

Mailing lists of Anniversaries, 
Inc., are not only not for sale, but 
are to be bonded to guard against 
release for any use other than for 
distribution of free gift checks. 

The company has not yet 
launched any promotional cam- 
paign, nor does it expect to in the 
immediate future. Mr. Neuberger | 


| 


| has resulted from calls by himself | 
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and about a dozen salesmen 


throughout the city. 


Teeter Heads Chicago 


Grocery Sales Execs 

E. H. Teeter, with the Chicago 
office of Durkee Famous Foods, 
has been elected president of the 
Grocery Manufacturers Sales Ex- 
ecutives of Chicago, succeeding 
H. L. Fisher, Bosco Company. 

Other officers named to serve 
during 1947 include: Ist vice- 
president, G. C. Papineau, Gen- 
eral Mills; 2nd _ vice-president, 
W. M. Schoondyke, Beech-Nut 
Packing Company; treasurer, J. F. 
Vogler, Corn Products Sales Com- 
pany; and secretary, W. J. Zahn, 
Oakite Products, Inc. 


Winnipeg Women Elect 

Eve Henderson, women’s edito; 
of Station CKRC, Winnipeg, ha; 
been elected president of the 
newly formed Women’s Advertis. 
ing Club of Winnipeg. 


KWKEH Appoints Upson 


Dean Upson, formerly commer. 
cial manager of Station WS™M 
Nashville, has joined Station 
KWKH, Shreveport, La., in the 
same capacity. 


Smith Joins F&S&R 


Paul Smith, formerly with In- 
dustria Electrica de Mexico, S. A, 
has joined the creative staff of 
Fuller & Smith & Ross, New York, 


TODAY ... AND 


TOMORROW'S BEST BARGAI! 


Retail sales in the 58 counties 


covered by The Ohio Select List 


are more than one billion dollars. But all this market costs 


you is a schedule in these 


49 minutely-read home-town 


dailies. Ask the man who sells your product—the dealer. 


He'll tell you his home- 
town newspaper brings 
sales action today. Con- 
venient, too — one order. 
one check. 
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OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 


CHICAGO 
CLEVELAND 


PUBLISHERS REPRESENTATIVE 


NEW YORK 
CINCINNATI 


207 NORTH MICHIGAN 
CHICAGO I, ILLINOIS 
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| Delta Air Lines 
Offers Flighty 
‘Christmas Gift 


ATLANTA—There’s a_ possibility 
hat many persons will be up in 
he air for Christmas—literally. 
,m@or what is believed to be the 
‘Brst time in airline history, gift 
rip certificates are being offered 
y Delta Air Lines. 

Each certificate carries the name 
f the donor, the recipient and 
iow he or she is to go about 
Mnaking reservations, etc. It also 
ontains a valid ticket which will 
e filled out completely when the 
ecipient gets around to a Delta 
icket office. 

In the event those receiving the 


gift ticket would rather stay on 
the ground or not go at all, the 
tickets may be converted into cash. 
Destinations may also be changed. 
To promote the new feature, 
Delta will use counter cards, di- 
rect mail and newspaper ads to 
be placed later. Delta will boost 
gift ticket sales for such events 
as Easter, anniversaries, gradua- 
tions and birthdays. 
Burke Dowling Adams, 
clair, N. J., is the agency. 


Mont- 


French Study Press Law 


The French’ government is 
studying proposed press statutes 
which would eliminate acceptance 
of advertising by commercial 
firms for their internal publica- 
tions. It has been the policy of 
some French firms to take outside 
copy. 


Nabisco Readies | 
Shredded Wheat's | 
Ist Premium Offer | 


NEw YorkK—The National Bis-| 
cuit Company will schedule 61) 
Sunday comic supplements and 29 | 
comic books during January and| 
February to launch first premium | 
advertising for Nabisco Shredded | 
Wheat. 

One-third page, full-color in- 
sertions in Sunday supplements 
and full pages in comic books will 
offer a self-adjusting compass ring 
|in return for 15 cents plus a 
Shredded Wheat box top. Copy 
will feature characters from the 
“His Nibs” strip by Roland Coe, 


|currently promoting the product. 


The comics premium is in addition 
to the company’s campaign in 


| Good Housekeeping, Ladies’ Home 


Journal, Life, McCall’s and The 
Saturday Evening Post. It will be 
supported by store display pieces 
being distributed to dealers 
throughout the country. 
McCann-Erickson is the agency. 


Stronsky Joins Pershall 


John Stronsky, who for three 
years was art director of Henri, 
Hurst & McDonald, Chicago, has 
joined J. R. Pershall Company, 
Chicago, as associate art director. 


Edelson Joins Kaufman 


Alfred H. Edelson, formerly ad- 
vertising director of Barton Com- 
pany, Chicago, has joined the cre- 
ative staff of Henry J. Kaufman & 
Associates, Washington. 


ri 


THE 


70 million monthly sales contacts with car owners! 
That's the number of sales and service opportunities 
your products have at the 59,000 one-stop gas stations 
whose operators read SUPER SERVICE STATION 
Magazine. No other group of automotive retailers 
comes anywhere near matching them as a market 
place for your products. 
IRVING-CLOUD 


PUBLISHING COMPANY 


435 N. Michigan Ave., Chicago I! © 420 Lexington Ave., New York 17 ¢ Leader Bldg., Cleveland 14 


Also publishers of JOBBER TOPICS, the automotive jobbers’ ‘'Bible"’ 


THE 


ONE 


BOOK 


IN THE GAS STATION FIELD 
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THE 


AMERICAN 
WEEKLY 


Caclation vo 


0604 88) 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946. 


...and at the lowest 
cost per color page per 
thousand of any leading 

weekly magazine 


“Can you blame us for being 
proud of facts like the fol- 
lowing...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 50% 
of all retail business is done. 


@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 


W. EEKLY 


“The Nation’s Reading Habit” 
MAIN OFFICE: 


959 Eighth Avenue, New York 19, N. Y. 
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Mook Names Breidenbach 

William F. Breidenbach, for- 
merly supervisor of industrial lit- 
erature production of the Frigid- 
aire division of General Motors 
Corporation, has been named di- 
rector of production of the re- 
cently organized Emerson H. Mook 
Industrial Advertising Agency, 
5025 N. Main St., Dayton. Wil- 
liam Guthrie, who before his Army 
experience was with the Northern 
Blower Company, Cleveland, has 
been appointed assistant to Mr. 
Breidenbach. 


For Your Advertising Campaign 
in the 


SOUTHWEST 

¢ Gai 
@ Publicity 

@ Public Relations 
@ Campaigns 

@ Surveys 


303 Southland Annex 
DALLAS 1 TEXAS 


Smaller Cities 


Seen as Major 
Building Market 


STAMFORD, Conn.—Communities 
with populations of less than 50,- 
000 will account for at least 66% 
of the lumber and builders’ hard- 
ware during 1947 and possibly 
several years following, according 
to a survey made for Yale & 
Towne Mfg. Company, Stamford 
division. 

The company says that the en- 
suing decade probably will ex- 
ceed the most prosperous build- 
ing era on record in the U. S.— 
the period from 1920 through 


1929. 

Major marketing outlets for 
builders’ hardware and_ allied 
items, Yale & Towne indicated, 


will be lumber dealers in about 
16,000 communities of less than 
50,000 population. 

The company is preparing a 
marketing expansion program, de- 
tails of which are still.sundisclosed, 


which is expected to be the largest 
in the company’s 79-year history. 
The program will be aimed pri- 
marily at lumber dealers, to make 
them the major outlets for Yale & 
Towne products. 


American Maize Appoints 
Baumgart and Doscher 


The American Maize Products 
Company, New York, has ap- 
pointed Charles F. Baumgart man- 
ager of the grocery products di- 
vision and Arthur Doscher field 
sales manager of the eastern divi- 
sion. 

Mr. Baumgart, formerly with 
Kellogg Company and National 
Biscuit Company, will direct all 
package goods sales throughout 
the United States. Mr. Doscher 
has been with the company for 22 
years, most recently as metropoli- 
tan district sales manager. 


Inland Press Adds Four 


The Inland Daily Press Asso- 
ciation, Chicago, has elected to 
membership the St. Paul Dispatch 
and Pioneer Press, and the Duluth 
Herald and News-Tribune. 


A SupeERLATIVE 


Farm Paper SERVICE 


LARGEST 


The Weekly Kansas City Star has the largest circula- 
tion of all farm weeklies—more than 415,000 paid-in-advance 
subscribers—no circulation in arrears. 


GREATEST 


The Weekly Kansas City Star provides its readers with 
the greatest number of agricultural services of all midwestern 
farm papers; covers comprehensively every phase of grain grow- 
ing, livestock production, dairying and poultry-raising. 


FASTEST 


Thanks to a battery of high-speed newspaper presses 
(fastest in the farm paper field) the entire run of The Weekly 
Kansas City Star (415,000 copies) requires only two hours and a 
quarter. No other farm publication gets important farm infor- 
mation to its readers so quickly. 


CHEAPEST 


The Weekly Kansas City Star has the lowest advertis- 
ing milline rate of all farm publications—less than one-third the 
average rate of other American agricultural publications. 


The Weekly 


Ransas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


415.644 Paid-in-Advanee Subseribers 


low 
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About 600 employes of the Gazette and Telegram, Worceste: 
Mass., attended a reception held recently to observe the 50th wed- 
ding anniversary of George F. Booth, editor and publisher of the 
papers, and Mrs. Booth... 

Associated Business Papers’ mgr. of research and promotion, 


Rudolf R. Kopfmann, had some difficulty convincing editors of the begs os 
local White Plains, N. Y., newspaper that his newest offspring, born d i 
Nov. 7, was a girl and not a boy. The paper had printed that al! sa t 
babies born there during the first ten or so days of November were ® rig 
boys, but they take it all back now—Rudy has a new daughter, Ann ~ew A . 
Marie. The Kopfmanns also have a son... Ld met 

George P. Johansen, whose American connections include jobs as ‘Genere 
publisher of one of the largest Swedish-American newspapers here. hen th 


Nord Stjernan (Swedish North Star); sec’y-treas. of the Advertising 
Distributors of America, and director of the Sales Executives Club 
of New York, received on Nov. 27 the highest honor given a civilian 
by the Swedish government—he 
was decorated a Knight of the 
Order of Vasa, by order of King 
Gustav, and presented by Con- 
sul General Lenart Nylander at 
a dinner at the consul’s resi- 
dence in New York. . . Charles 
Blondel, mgr. of McCann-Erick- 
son’s Paris office, is in New 
York for his first postwar visit. 
He arrived Nov. 25 on the Hol- 
land-American liner Wester- 
dam... 

Charles M. Robertson Jr., 
pres.-treas. of Ralph H. Jones 
Co., Cincinnati ad agency, has 
been elected to the board of the 
Provident Savings Bank & 
Trust Co. . . William George 
Bruce, 90, pres. of Bruce Pub- 
lishing Co., Milwaukee, has 
written a 115-page book en- 
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IN GOOD TASTE—Elizabeth Matthews 
(left), associate editor of McCall's 
and Virginia Acorn, assistant editor, en- 
joy a joke with Sanford E. Gerard, of 


: ‘ : Lennen & Mitchell's art department, B-w 
titled “Builders of Milwaukee,” over his new book, "How Good is Your fering 
which he calls a sort of “Who’s_ Taste?" The three were snapped at a ; 
Who” of the city’s leaders, past recent reception given in Mr. Gerard's 
and present. It also contains honor by L&M. ND TUt 
some interesting reminiscences TUCSON: 
which Mr. Bruce is well qualified to write, since he was born in @d Tucs« 
Milwaukee in 1856 and watched the city (now celebrating its cen- §}blicatio 
tennial) grow from 26,000 to more than 600,000 in population. . nt of 

Robert Carley, v.p. of Cecil & Presbrey, New York, flew to Lon- Jpograph 
don, recently, on a short business trip. . . Richard C. Morrisey, @The pa) 
western sales mgr. of New York Subways Advertising Co., in Chi- Mathe 
cago, was married a few weeks ago to Linda Haller of the Chicago @ising th 
Tribune. .. $1.78 | 

Ten-year “graduates” of the Adcraft Club of Detroit, numbering @eviousl 
20 this year, were honored at the club’s 4lst annual banquet Dec. 6, 984. The 
each receiving a 10-year medallion from Henry T. Ewald, pres. of 

Campbell-Ewald, and a founder of the club.. . dustri 

Media boys around Chicago are going to miss one of their favor- 
ites when Lucy Dawson, receptionist at J. Walter Thompson, retires Seldon 
Dec. 31 at the age of 77. JWT is planning a party for Mrs. Dawson, ne c 
who has been with the agency for more than 25 years ... The &f. adh 
Dallas Advertising League gave a luncheon for Sidney H. Dunken, Bectors P 
who retires Dec. 31 after 18 years as ad manager of Magnolia Petro- ivertiser 
leum Company, Dallas subsidiary of Socony-Vacuum. He was @)hr, adve 
given a leather-bound volume of letters from his friends. . . n man 

Earl Pomeroy said he didn’t like the weather when he resigned mone , 


his job as reporter on the Portland Oregonian. He went to Denver 
to join his former boss, Palmer Hoyt, now editor and publisher of 
the Denver Post, and was immediately assigned to do front page 
stories on the late and not lamented worst blizzard Denver eve! 
had... 

Can any adman beat this one? Bob Blair, Cleveland rep for 
Iron Age, has one son at Dartmouth, two at Yale, and a daughter at 
Wellesley. The girl recently picked off the school tennis cham- 
pionship, incidentally. .. 

The University of North Dakota’s journalism dept. claims 4 
unique distinction in having a five-man staff composed entirely 0! 
men now working for a daily newspaper or who have worked (0! 
it. Head of the dept. is Alvin Austin, former night editor of th 
Grand Forks Herald. On his staff are T. A. Evanson, Herald photog 
Fred J. O’Neil, night ed.; J. Warren McClure, ad manager, and Joe 
W. Hughes, formerly of the composing room force. . . 

The only charter member of the Fort Worth adclub still a mem- 
ber, A. L. Shuman of the Star-Telegram, was among past presidents 
honored at a luncheon Dec. 4. Mr. Shuman helped organize thé 
club in 1909 as the first business club in the city. . . 

Leith Abbott, head of the Portland, Ore., office of Foote, Cone & 
Belding, had a pleasant assignment recently as emcee at the 26th 
annual banquet of the 50-50 Club, a group of women organized in 
’21 to promote business among specialty firms, and now the second 
largest club of business women in Portland... 

James M. Cleary, of Roche, Williams & Cleary, Chicago, at one 
time a reporter on the Chicago Tribune, presided as chairman °t 
the Nov. 30 annual dinner of the Chicago Press Veterans Ass 
Aiding Mr. Cleary in planning and staging the event were Richard 
J. Finnegan, publisher of the Chicago Times, and Charles Danie! 
Frey, agency head. . . Incidentally, with the publication of ¢ 
Trib’s 23rd annual “Line Book” Mr. Cleary was revealed as the 
book’s originator by Charles Collins, conductor of the column, *-' 
Line o’ Type or Two.” .. 

Carl J. Eastman, who has the reputation of being one of the city 
most civic-minded citizens, has been elected 1947 president of the 
San Francisco Chamber of Commerce. Pacific coast mgr. of N. \ 
Ayer, Mr. Eastman was first v.p. of the chamber this year... The 
Pacific Northwest Tourist Ass’n gained a new v.p. and director for 
Oregon with the election of Arden X. Pangborn, business mgr. of 
the Portland Oregonian... 
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. M 7 Nelson to Open Agency 
archand Rinse 
‘lowdowns Begin Welclew G ’ CAR CARD READERSHIP IN CHICAGO poopie || Carvel Nelson, account execu- 
rigie um io % % % Basic Who Saw tive of Pacific National Advertis- 
TTL © g Y P Name of Product or Advertiser Men Women Population Card ing Agency, will open his own 
, an a agency, Carvel Nelson Company, 
| ing ICa 0 Chicago Car ds Marchand hair rinse.......... 23 34 28 840,000 in the New Fliedner building, 
New York — Readership of car Wrigley chewing gum......... 30 22 26 770,000 Portland, Ore., Jan. 1. 
) rt card advertising in Chicago ran as eo neckties ..... 4 ~ o ponent 
rin Ing an S high as 28% of the adult popula- ay ~~» Maa aaa Subbed toll , 
; Arthur Murray dancing school.25 12 18 540,000 
tion (15 years and older) for a F b 23 12 17 510.000 
Cuicaco — Chicago Typograph-| Marchand hair rinse ad and 26% sean dikcstatntsillicanidiahdaietoibel te dbchdeddatat , 
al Union Local 16 last week con-|for a Wrigley chewing gum ad d ; " . 
nued its attempts to sign new| during a 30-day showing last May, especially designed to attract at-;copywriter with Union Carbide 
bntracts with individual printing| the Advertising Research Founda-| tention to car card advertising. prior to joining Schuyler Hopper. NY y) ) 
ants, but Franklin Association |tion reports in Study No. 7 of its y oie oe has oe ee ae ww . 4 
cials said none of its members Continuing Study of Transporta- Dori Sc itt pany, presi Fogg of the Doring > 
pd met union demands. ton ABvarteing. ring, Schmi Service, art director with Wein-| |Z 
* BGeneral negotiations ended| The survey area covered more Form New Agency miller & Miller, and member of 
» Bhen the workers voted Dec. 1/than 210 square miles, including) jy,,014 H. Doring and Frederick | Ruthrauff & Ryan’s art depart- \ 
: reject the association’s offer of | Evanston, Oak Park, Berwyn and) fF, Schmitt Jr., both formerly with | ment. - 
> #204 an hour for the 36%4-hour | Cicero, >= based on B gee Boseeow Schuyler Hopper Company, have Sn 
n : : ‘ os 
eek, or $2.01% with three extra; pleted interviews, and attrac open an advertising agency at es ‘ 
blidays with pay. The union|from 200,000 to nearly 850,000/19 W. 31st St., New York. Doring Heads Talon Advertising a 
eks $2.36 an hour. The present | readers for each of the twelve 11” F Pe ee industrial . wap W. re, eo — 
te, provided under the contract|x 28” cards measured, despite a ans ae. romotion manager of Talon, Inc., bs 
at sauteed Sept. 4, is $1.81%. national coal crises which re- vapliieur aaa nt ak tee es = ll hoa Bagged ~—e That ad over WFDF 
Compositors’ slowdowns have =, in a song nage age 18 | powder Company, promotion man- | head of the advertising oo g* es Flint sure made it hot f or 
reed several commercial shops, | days during the period of the sur-| ager of Reinhold Publishing Cor-| promotion division. E. J. Leavitt a 
cluding Gunthorp-Warren andjvey. . poration, account executive with|will succeed Mr. James in retail | Ws. 
erman Typographers, to close Many large stores, office build-| United States Advertising, and! sales. 
bwn, Others are reported oper-|ings and amusement places were 
ing at 50 to 90% behind sched- | closed or operated on severely cur- 
es because of slowdowns, but a/| tailed schedules during the survey, 
mber of plants have not been! probably reducing the amount of 
t by the move. riding and readership scores, com- 
Meanwhile, members of the|mented A. W. Lehman, managing 
essmen and feeders unions have| director of the foundation. 
ceived $9.50 weekly wage in- 30 Day Showing 
eases from association members. 
ws $e new rate gives flatbed press- To give each advertisement 
', fen $2.05% an hour and feeders|equal opportunity for notice and 
n- 9.84%. The unions settled for | attention, all cards were displayed 
of weeks’ retroactive pay for the|at various side points in every 
nt, M-week period since their con-|other vehicle for 30 days. Cards 
ur Macts expired. were displayed in vehicles of the 
a Chicago Surface Lines, Rapid 
d's ND TUCSON STRIKE Transit (elevated and subway), 
A , Chicago Motor Coach Lines, Illinois 
Tucson—The Arizona Daily Star) Gontral Electric System and 
in Bd Tucson Daily Citizen resumed| py onston buses. The study was 
ai ~eerge eee ee conducted by the foundation in 
mt BF aul — nat Y| cooperation with the National As- 
1 eS sociation of Transportation Ad- 
y The papers, headed by William vertising and the Chicago Car 
\i- Broce ae settled Bt poet lr Advertising Company. 
go pry pened io ¢ “al png work How transportation advertising ; 
" ins as P< vl pdb or was read during the Chicago sur- ig 
rr ov moni ‘delet auahe weak 0.50.0 is shown in the accompanying ™ 
 _ e “=| table, limited to the top six cards 
« Sea all read by more than a half-mil- 
.. dustrial Admen Elect lion people. 
ay Sheldon F. Johnson, sales pro-| Only one of the cards, Fox beer, 
* @tion manager of Westinghouse|had no illustration. Copy read, 
2". Eectric Corporation, Philadelphia, |“Don’t say Fox, say ‘Fox De 
he BM: been elected to the board of Luxe!’ ” A Bannister “Tuffy” 
en, Mectors of the Eastern Industrial card, attaining eighth place with 
wt dager re Graham | 13% of the basic population and 
_ % pein ~ Baldwin-Hill 390,000 readers, made its transpor- 
.q [gmpany, Trenton, N. J., who has | tation advertising debut in the 
i Bigned.’ Chicago survey, for which it was 
Ver ” 
of Za 
noe 
ei YOU CAN’T MISS WHEN YOU USE THE MIAMI HERALD 
* ; IN THE RICH, YEAR-ROUND FLORIDA MARKET! 
» JEVE’ CATCHERS have improved p WERR- 
» at ; 
= ur ads 100 per cent 17 Quotation from a Florida's rate of permanent growth is today one 
I i les. ae ae ‘ . . 
sa ’ oo oo oe oe of the nation’s highest. And its spending capacity 
tos yt pala sO has matched this growth every step of the way. 
| . . a fist full of reader appeal. If you are seeking a market that offers dynamic, 
See IDEAS ... for problem solving year-round results, you'll find it in Florida. 
. or, to adapt ... or, to in- 
ne spire nimble brains. 
‘ ; , | : : . 
ents SUITABLE for all lines business | You skim the cream ot this new Florida market 
the . all kinds merchandise .. . all ae he a 
manner of — ... all typo- | when you advertise in The Miami Herald... a John S. Knight 
& hical techniques. : ee we i 
’ b Pa ee hardy perennial among the nation’s “first ten” in desea 
il SUBSCRIPTION plan... : y 
oe brings you top notch photos... total linage; the acknowledged leader in state- 
ond exciting situations . . . national id ‘ lati d 
mag. models . . . lightning deliv- | wide circulation and reader infuence. 
one ery ... at unheard-of savings. 
it 
a NEW monthly issue . - out 
ward today! 
nicl Pee eee eee ee 
'FREE!... mail this now! : | ‘ 
g EYEXCATCHERS, nc. 10 36th St, MY. 16 5 | 
Please send FREE proofbook referred to in ad. 
“ity i No obligations. | 
+ the i I GREATER MIAMI —“AN INTERNATIONAL MARKET” 
| W 1 BI 6 i.6 0.6 84.6500 500066000008 6040060000 060000 1 
The Ns ncsnacebensseaddsanesssvesunsmaadend | 
r for nick aida tietetarghis  \ saarsdienidl | 
Tr. of — . r,t hl 
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Dailies Network | 


Claims Lower Cost — 
Than Other Media 


(Continued from Page 1) 


plementary papers concentrated 
primarily in 318 “key counties,” 


of the nation’s total of 3,072, 
ANAN also claims less “waste” 
than other major media. These 


318 counties, it is shown, embrace 


59% of the nation’s families and 
81% of urban families, and repre- 


centrated in them. 
In these 318 counties, 


nine per cent of the daily circula-| counties of four leading weekly 
tion of U. S. newspapers is con- | magazines—Collier’s, 


Life, The 
Saturday Evening Post and Time— 


ANAN | is 7,881,130, or a 38% circulation- 


showed, its 66 basic dailies have| family ratio; of four leading wom- 


a combined circulation of 13,166,- 
303, or a 64% ratio of circulation 
to families. The 216 basic and 
supplementary ANAN dailies in 
these counties have a combined 
circulation of 18,016,282, or an 
87% circulation-family ratio. 

On Sundays, the combined cir- 
culation of the 61 basic papers 
in the 318 counties is 15,019,743, 
or a 72% ratio, and of the 126 
basic and supplementary papers, 
17,829,171, or 86%. 

In contrast, ANAN pointed out, 


sent 72% of retail sales. Seventy-| the combined circulation in these 


HAA 


co 


il 


PIES 


tions from any copy. 


Facsimile reproduc- 
Fast service. 


Pick-up and delivery. Phone State 5977 


- 123.N. Wacker Drive - Chicago 6, Illinois 


. 


|en’s magazines—Good Housekeep- 
| ing, Ladies’ Home Journal, Mc- 
|Call’s and Woman’s Home Com- 
| panion—9,640,545, or 46%; of four 
other leading monthlies—Ameri- 


or 30%. 

At the same time ANAN showed 
that The American Weekly’s cir- 
culation in these 318 counties is 
7,290,441, or 35% ratio of circula- 
tion to families, and This Week’s, 
6,476,006, or 31%. 
| The ANAN does not offer a 
breakdown of radio networks’ 
coverage of these counties, but will 
provide it for individual adver- 
tisers on request. The radio situa- 
tion, it was explained, is com- 
plicated by such factors as the 
“opposition” at the same hour to 
an individual advertiser’s program. 


ANAN basic dailies per 1,000 cir- 


The cost of an 800-line ad for | 
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culation is $1.32, and for the basic 
Sundays, $1.16. This, ANAN 
pointed out, compares with a full 
page per 1,000 in the four weeklies 
of $2.95; in the four women’s 
magazines of $2.63; the four 
monthlies, $2.29; with 800 lines in 
|The American Weekly, $1.42, and 
|'with seven-tenths of a page, or 


1780 lines, in This Week, $1.41. 


Network Costs Estimated 


can Magazine, Cosmopolitan, Red- | 
book and True Story—6,138,828, | 


| Estimating 50% for talent costs, 
ANAN figures that a full network 
}evening half hour on NBC would 
| cost, for time and talent combined, 
| $1,056,000 a year, whereas 730 
lines weekly in its 66 basic daily 
|papers would cost $1,048,000 for 
|52 consecutive weeks, including 
|8% for mechanical charges. 
| Even with important gaps, such 
las Buffalo, Cleveland, Detroit, 
| Kansas City and Pittsburgh, still 
to be filled, the ANAN, with 12,- 
/000,000 circulation daily and 15,- 
000,000 Sunday, it is emphasized, 
is the “largest media package.” 
The presentation, titled ‘““What’s 
| Ahead for Advertising?’’, first de- 


WHAT MAKES A 24-SHEET POSTER DO ITS STUFF? 


S A POSTER a selling force or is it simply an 
on-the-spot reminder? §| This question has bothered the 
modern advertiser more than it bothered the ancients. 
Those sturdy souls never had any other purpose than to 
sell, On the other hand, as production was purely local 


— competition was narrowed. Today we use posters for the same pur- 


pose—but with newspapers, magazines and radio cooperating, the 24-sheet 


poster on a 30-day showing retains all its primary vigor in pinning 


advertising down to its specific locale. §| And posters combine continuous 


reminder value with continuous sales appeal. Posters are a vital selling 


force. We almost started to say you can’t miss the impact of a good poster 


... and that brings us to the fact that color, design, size and beauty are 


four tremendous forces to harness to any campaign. McCandlish interest lies 


in a thorough appreciation of these forces and a proven ability to extract 


the most out of them by faithful reproduction of the artist’s drawings. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


ee 


Hvertisis 


scribes the expanding nationa] 
economy, but stresses the fact that, 
despite record employment and 
purchasing power, higher taxes 
and costs have reduced profits, 
“Newspapers,” ANAN says, “must 
lower the cost of distribution.” 


‘Social Significance’ Stressed 


SOAP IS 
ANNITE- 


contains no 

no caustics, | 

no lye-it is 
witha 


VEGETABLE 


BASEL 
The second part cites the “social “ 
significance of newspapers.” |t 
points out that newspaper cir 
culations are expanding faste 
than the nation’s birth rate; tha 
reader expenditures for news 
papers are greater than those fo; 
magazines and books combined 
An analysis of one month’s issue: 
of a metropolitan newspaper, by#l 
Lloyd H. Hall Company las 
March, showed a total of 1,171,57 
lines of editorial material, exclu 
sive of stock and commodity mar 
kets and local news. In severa 


TTER Th 


d the 


a., natior 


groups of “interests” this news#, prom 
paper carried more editorial linagdilaner, At 
than did 15 magazines combined the C 


Executives of Gimbel Brothers 
R. H. Macy & Co., and United 
Rexall Drug Company are quoter 
|}as saying that from 75 to 85% o 
| their total advertising budgets » 
into newspapers. Sales results ard 
cited from frequency and con 


| tinuity tests of H. J. Heinz Com 


arr-( 


pprt 
d Bi 


|pany, through Maxon, Inc. Fig (Cont 
‘ures from the Continuing Studyethwest 
of Newspaper Reading are pregpre, the 
sented to show “best and worstro's!a, 
noted” product ads in differen#’ the | 
fields. ntering 
“The retailer sells the thinggpuis, the 
which the national advertisemp'ended — 
| makes,” Mr. Hansen said, “and th d the | 
'retailer devotes nearly all his exg°e? M 
penditure to newspapers. Successqe Detro! 
ful advertisers—notably retailergpe5'€™ | 
—know the advantage of continugps'°” ar 
‘ity in newspaper advertising td he oul 
make and keep the consumeg@e°tal of 
aware of their products.” dition t 
Bosto 
Discounts at 2 to 16% as by t 
The discounts range with sizq@™Ster pre 
and continuity by 13-week periodgp th sct 
from 2 to 16%. Newspapers’ “flexggeadio 
| ibility” still may be employed igpibed 1 
the network plan. An advertisergme*, will 
for example, may get the volum@ Ston, 
and continuity discounts if he use$ BT, Ch 
19 or more of the 24 primar Louis, 
markets (from the Atlantic Coas@#"Y Sma 
‘to the Missouri River) or 50 of™'’ Melo 
the 63 basic markets from coast \q@’""y_D 
coast. irk Sis 
The ANAN has launched Suitar 
through Marion Harper Associates O'181n 
a consumer panel in Harrisburgg™’™cer J 
which is assembling informatiogg! © acc 
on brand use, sharing and switch nn-Fiel 
ing, and on “who buys what, ho 
much and how frequently.” Th 
Harper organization conducted th Ww. C 
original “$50,000” study on whiclffree Py 
the ANAN was formed. Consume W. ¢ 
panels will be introduced in othe vertisin, 
markets. ail, has 
Dr. Paul F. Lazarsfeld of th 
Columbia University Bureau 0 
Applied Social Research is nov 


|engaged in a study for ANAN of 
| “eye vs. ear” impressions. 

| The ANAN also will have avail 
| able on IBM punch cards marke 
)and media information for eve! 
| county in the country. 


Layng Martine to Head 
Dell Unit's Promotion W. Cos 
Dell Publishing Company, Ne'\ tarting 
York, has established a sepa!a'fRomobile 
promotion and publicity depallibing th 
ment for Modern Screen, supplBditeqd 
| menting the magazine’s movie isible 
| radio industry tie-ups, with LayMiherican 
| Martine as director. Mr. Marti early | 
| was formerly with Leam Publis tance o 
| ing Company as circulation dire ang ¢ 
| tor, and before his three years @Rorjal t; 
the Navy, was with Newell-Fm 
fom oe Shirley Fro 
| who has been handling readc' 
|services for Modern Screen na Ay 
| two years, will act as assistan'! yrwa 
Andrew Mauhinney continug@p a, h 
| as promotion manager of all o le the 
Dell publications. ipany, 
ABST ae ee men 
| Rofield Joins Garod ‘aan 
| Paul B. Rofield has joined chil 
sales department of Garod R«o¥F'p Bro 
| Corporation, Brooklyn. fare boy 
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SOAP IS A THING OF THE PAST! 


ANNITE ™ "Better Than Soup” 
contains no fats, no greases, 


#or AUNDERING 
J ee Fal 


‘Dye wate a 
womd CLEAN INE 


“HETTER THAN SOAP'—Annite Corp. 
d the House of Milo, Birmingham, 
"ate, national distributor of the prod- 
VS}, promoted the vegetable-base 
S@meaner, Annite, with this page ad in 
ed the Columbus, Miss., market. 


Cases Against 
Headache Remedies 


Dropped by FIC 


(Continued from Page 1) 
which formed the principal basis 
of the allegations of the com- 
plaints.” 


Conforming to Rules Now 


Further, the commission noted, | 
“it appears that the respondents 
are now conforming and intend to | 
continue to conform their adver- | 
tising to their new formulas and | 
labels as well as to the require- 
ments of the Federal Trade Com- 
mission Act.” Hearings had al- 
ready been held on the complaints 
at the time that the two companies 


.arr-Consolidated 
-mpproves $600,000 
id Budget for “47 


(Continued from Page 1) 


ithwestern New Jersey, Dela- 
bre, the Carolinas, northeastern 
borgia, southwestern Virginia 
d the central Illinois territory 
mtering around Peoria and St. 
uis, the new program will be 
tended to include Milwaukee 
d the North Shore towns be- 
een Milwaukee and Chicago; 
al pstern Ohio, and the greater 
ston area, 

The outdoor schedule calls for 
total of 800 24-sheet posters. In 


dition this will be supported in | 


> Boston, Toledo and Chicago 

as by three-sheet posters. Both 
sizqggster programs are on a full 12- 
jodgpoth schedule. 
jexqyadio advertising (two tran- 
ad ifpibed 15-minute shows each 
iserapeX, Will be scheduled over WBZ, 
1ston, WCAU, Philadelphia, 
use ©, Charlotte, N. C., KMOX, 
Louis, WBBM, Chicago, and 
‘oasf¥e2y smaller stations. Star of the 
0 off? Melody Bakers show will be 
st tq@penny Desmond, assisted by the 

irk Sisters, Tony Mattola and 


,edgp suitar, the Instrumental Trio, 
iatesqe OFiginal Cookie Carr, and an- 
burgguncer John Reed King. 
atiomge De account will be handled by 
itchgg2-Fieldhouse here. 
 hov 

Th 


othe W. Gosgrove Directs 
vhiclfiree Press’ Advertising 


ume@’. W. Cosgrove, who has been 
othef#vertising manager in charge of 
ail, has been appointed adver- 
tising director of 
the Detroit Free 
Press. He joined 
the Free Press in 
1912, and in 1915 
f= was placed in 
' charge of auto- 
motive advertis- 
ing, which then 
| was beginning to 
| be an important 
factor as a linage 
classification. 
Mr. Cosgrove 
was instrumental 
tarting the Sunday newspaper 
mobile sections that blossomed 


. W. Cosgrove 


epa@ing the ’20s and ’30s, and is 
uppdited with being largely re- 
1€ “insible for helping to make 


lerican newspapers conscious in 
far\i"® early days of the coming im- 
iblis™Mtance of the automobile indus- 
dire and that it merited unusual 
ears ‘#orial treatment. 


ead Bur Appoint Forward 


ant ’rward Advertising, Phila- 
nti! lia, has been appointed to 
¥ ile the advertising of Berkey 
ipany, manufacturer of Acti- 
men’s shorts; Parkland 


thes Company, manufacturer of 

clothing; Sandess Mfg. Com- 

ved ‘4RY, children’s apparel, and 

| Radg#rp Brothers, creator of Four- 
lare boys’ and men’s trousers. 


| products. 


» Detroit area, including north- | 


announced the changes in their 


The firms agreed that if they 


two disputed ingredients, the com- the 
mission may issue orders on the| serious or 


basis of evidence now in the rec- 
ord without further proceedings. | 


The action appeared all 


the | said, it would require “that appro- 


resulting dangers 


be impaired. 


In such cases, the commission 


75 


may be president, he handled the Lock- 
the public health may |heed Aircraft, Union Oil of Cali- 
| fornia, 
| Southern Pacific Railway accounts. 
|Mr. Francisco Sr. presently 
| vice-president of J. Walter Thomp- 


Consolidated Steel and 


is a 


more important in view of a | priate disclosure of the facts be | con Company. 
stiffening FTC attitude toward full| made in the advertising.” E 


disclosure in advertising of poten- | 


The commission policy state-| 


tially dangerous ingredients in| ment also promised that wherever To Hoefeg & Dieterich 


medicinal products. 


overlapping authority exists, it | 


Hoefer, Dieterich & Brown, San 


A policy statement issued by the | will cooperate with other agencies Francisco, has been appointed to 
commission under the administra- | to avoid possible conflict of ef-|handle the advertising of Frozen 
tive procedures act Wednesday | forts. 


promised that the commission | 
would not institute proceedings in 
matters such as labeling or brand- 
ing of commodities where the sub- 
ject matter is under direct re- 


sponsibility of another agency. 
Promises to Act 


While it promised that labeling 
requirements of the Food d 
Drug Administration would be 
“taken into account” in proceed- 
ings involving false advertising of 
foods, drugs and cosmetics, it 
warned that the commission will 
proceed against advertising which 


should revert to the use of the/| fails to reveal material facts when 


| 
| 


Don Francisco Jr. 
Joins Mutual Network 


Don Francisco Jr., former ac- 
count executive of Lord & Thomas 
and recently released from active 
duty in the Navy, in which he 
served two and a half years, has 
joined the Mutual Broadcasting | 
System in New York as an account | 
executive. 


Mr. Francisco was with the ad- | 


Cooked Foods, Inc., Oakland, Cal. 


Readership 


NUMERICALLY 
BECAUSE OF 
ACCEPTED 
EDITORIAL 

“CONTENTS — 


vertising and publicity department | fF 


of Avion, Inc., 
aircraft in Los Angeles, just prior 
to entering the Navy. Earlier, 
during four years with Lord & 
Thomas, of which his father was 


manufacturer of | 


Building 
SUPPLY NEWS 


| 
| 


| 


| 


*November, 1946, as reported 


| November, 1946 
November, 1945 


November, 1946 
November, 1945 


*Circulation Up 


**Advertising Up 


Daily 
Linage 


1,037,620 
870,384 


18,154 


Sunday 
Linage 


529,810 
420,935 


to the Philadelphia Merchants’ Association. 


**Total advertising as measured by Media Records. 


167,236 


108,875 


| BREAKING ALL RECORDS 


Biggest November in History 
of Philadelphia Record 


Sunday 


630,832 
555,638 


75,194 


Total 
Linage 


1,567,430 
1,291,319 


276,111 


| PHILADELPHIA RECORD 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland. 
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Percentage-wise, twice as many young housewives 


18 to 30 years old, inclusive, are in the market no 


trying to buy Electric Refrigerators as housewives 3 


to 65 years old, inclusive.* 


*The research for Fawcett’s Continuing Study of Wome 


in Their Twenties, Their Years of Decision is co 


ducted by Crossley, Inc., and Dr. Raymond Fran 
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eatherh 
arold H 
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a Ger 
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Fawcett 


Fawcett Publications, Inc. 
295 Madison Ave., New York 17, Mit SMILE 


Women’s Group ised 
* World’s Largest Publishers of tising d 

Edited for women in their twenties, the years of decision Monthly Magazines v i 
ul 3. Ellis 

Cc. 


TRUE CONFESSIONS + MOVIE STORY * MOTION PICTURE ***BOUGHT BY OVER 3,000,000 “IN-YOUR-MARKET"’ YOUNG HOUSEWIVES EVERY MO 
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>HOTOGRAPHIC 
"| REVIEW OF 
THE WEEK 


co 


epseeee sie’ o 


HICAGO SUN'S FIFTH—Marshall Field, publisher and editor of the Chicago 
un, did the honors at the newspaper's fifth birthday party Dec. 4. Marshall 
Field Jr. shared the cake cutting ceremony. 


LEVELANDERS SURROUNDED—S. R. Bernstein, editor, Advertising Age (left) 

d Hal Burnett, editor, Industrial Marketing (right) surround” Gene Robers, 

eatherhead Company, president of Industrial Marketers of Cleveland, and 

arold H. Oldham, assistant director of advertising, Republic Steel Corporation, 

meeting of the industrial group at which Mr. Burnett reported on a study of 
how industrial’ advertisers plan to meet increasing ad costs, 


D KIDDING—When Mrs. Bj Kidd, associate copy director of N. W. Ayer, 
oke to the Chicago adclub recently, her talk was heralded to the millions 

a General Outdoor poster panel. Here Mrs. Kidd and Wes Nunn, club 
esident and Standard Oil of Indiana ad manager, pose in front of the panel. 


— 


17, N@#L SMILES—Officials of the Advertising Research Foundation, ANA and Four 
: joined with the Bureau of Advertising, ANPA, to view a color slide presen- 
ion on “More Power in Newspaper Ads." Left to right: Don U. Bridge, ad- 
tising director, Gannett Newspapers; John Giesen, director, retail division, 
eau of Advertising; A. J. McDonald, publisher, Albany Knickerbocker News; 
ul S. Ellison, public relations director, Sylvania Electric Products, and Edward 

MO C. Batchelder, secretary, Association of National Advertisers. 


Each soup combines several nourishing 
foods . .. tor balanced nutrition 


Every day, more mothers are discovering this 
practical way to better baby feeding .. . the 
new Campbell's Baby Soups! Each soup is a 
“main dish” for Baby! For they bring him 
meat, vegetables, cereal all combined in a 
e smooth, strained form he can eat and digest. 


GLAMOR GIRL—"Miss Cordage of 
1947," brain child of William A. Hentz, 


GOOD NEWS FOR MOTHERS! 


Campbell’s now make soups 
especially for babies! 


as nutritious? All of the skill Campbell's have 
gained in fifty years of selecting ingredients 
and blending fine soups, is used in making these 
soups taste good. Trying Campbell's Baby Soups, 
mothers say they are better tasting. And they are 
delighted to see how eagerly Baby takes to them 


For meal-to-meal variety 
you'll want to try ali five 


ad manager of D. L. Ward Co., Phila- 

delphia paper house, is being used in 

window displays, and in business paper 

and direct mail advertising prepared by 

the McLain Organization, Philadelphia, 
to promote Ward's cordage line. 


CHAMPION IN PARIS — Champion 

Spark Plug Co. had this exhibit at the 

recent Salon L'Automobile in Paris. 

Champion plugs are distributed on the 

Continent by Champion Sparking Plug 
Co. of Great Britain. 


os ae ote 


ARMFUL—Star of Richard Hudnut's 
biggest Christmas promotion is this 
Hudnut snow lady, with a load of Violet 
Sec, Gemey and Yanky Clover gift 
suggestions retailing from $1 to $22.50. 
Ads are appearing this month in news- 
papers, Life and This Week Magazine 
in addition to the “Sammy Kaye Sun- 
day Serenade" Sundays, 1:30 p.m., 
EST, over ABC. Kenyon & Eckhardt, 
New York, is the agency. 


GETTING THE WORD—Here Allan 
Brown, advertising manager of Bakelite 
Corp. and Otis A. Kenyon, chairman, 
Kenyon & Eckhardt, listen to Vernon 
Brooks, advertising director, New York 
World-Telegram, at a dinner given by 
“ao of Advertising, ANPA, to 
' 


officials of advertising associations. 


And these ingredienta are in just the right 
proportion for good nutrition. Now, when feed- 
ing plans inchude these new soups, along with 
Baby's milk, fruit and cereal, he gets a com- 
pi@e, well-rounded diet. You don't have to 
hother about any other foods! 


Campbell's planned these baby soups 

te be better testing 

Who better than Campbell's should know how 
to make baby soups that are delicious, as well 


Raby can have meals that taste good moals 
that are good for him... when you give bim 
these five soups. They're carefully cooked and 
vacuum sealed to retain vitamins and minerals 
to a high degree. And what a conveniance—to 
serve a well-balanced feeding for Baby from a 
single glass jar! Remember, too, these baby 
soups can be fed as early an any strained food. 
These baby soups are now available to grocers 
everywhere. Ask your grocer for all five kinds. 


Cambell, straineo BABY SOUPS 
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; wer tf LIVER 
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2OOR FOR THE RED. AD.wHeTe Lae ase? aot 


LONG TERM CAMPAIGN STARTS—Campbell Soup Co. in January will run 

color ads like this for its new baby soups. The drive, separate from the regular 

Campbell soup schedules, will continue on a consistent monthly basis. Ward 
Wheelock Co. is the agency (Story on Page 43.) 


AUTO MAGNATE TELEVISED—A. Edward Barit, president of the Hudson Motor 
Car Co., poses for American Broadcasting Co. television cameramen filming a 
documentary movie in cooperation with the Automobile Manufacturers Associa- 
tion explaining reasons for delays in postwar motor car production. Presidents 
of seven leading auto companies appear in the film, which will be televised 
during the week of Dec. 16-21 over five stations using ABC video programs. 
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i PACKER’S TAR SOAP 
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ALWAYS EASY 


FPovswon SIMPLICITY 

we Ss NCTH 

gel DURABILITY 

_ _ soba tidemen OPE RATIO BT WTORO CARON MOTOR 
i =i cate. GBs Gates 20000  uUStE 

= r a2 Pees? “~~ - 
Phipps & of Ar _— aE Bragpn oa 
we = oe eS. systems & ‘ son 


OLD TIMERS—Town & Country, celebrating its centennial, reproduces these old- 

time ads in its centennial issue, out this month. The Packer's tar soap ad ap- i 

peared in 1901; Pansy Corset Co., in 1898; Phipps & Atchison, 1901; Boston 
Garter, 1902, and Motorette Co., 1901 (Story on Page 49.) 
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Bankers, Oilmen 
Handed Yuletide 
Data on Perfume 


Cuicaco—Readers of Wall Street 
Journal were startled last week by 
an unorthodox intruder among the 
ads devoted to such manly sub- 
jects as stocks, bonds and man- 
agement engineers. 

The interloper was a cartoon- 
styled advertisement for Taglio 
perfume by Lucien Lelong, Inc., 
Chicago. The whimsical copy, 
written by Ella Jayne Buckman, 
read, “Dear Banker, We know a 
wonderful return on an invest- 
ment. It’s a bottle of perfume. 
Just take it home to that One 
Woman, and watch your stock go 
up.” 

No more orthodox in graphics, 
copy or medium were other Le- 


long Christmas ads appearing in 
Banking, Factory Management and 
Maintenance, Journal of the AMA, 
National Provisioner and Oil and 
Gas Journal. 

* Ironically, the unorthodox Tag- 


among the last, to come from the 
creative typewriters and drawing 
boards of Leo Burnett Company, 
Chicago agency, which loses the 
account Feb. 15 (AA, Dec. 9). 


To Earle Ludgin 


At that time the account is 
| scheduled to return to Earle Lud- 
gin & Co., Chicago, the agency 
which has been most closely as- 
sociated with the rise of Lucien 
Lelong, and which placed its ad- 
vertising from 1929 to 1945. Since 
1945 Lelong’s president and chair- 
man, Joseph S. Stein, has em- 
ployed three agencies, Grey Ad- 
vertising Agency and Philip E. 
Wilcox, Inc., New York, and the 
Burnett company in Chicago. 
The Christmas series for Taglio 
was one of several Lucien Lelong 


campaigns conceived by the Bur- 


NIEARLY 


,O000,000 VETERANS 


READ /orwign Sewice! 


OR your products—this great 

and growing ‘‘block’’ of buy- 
ing power—a youthful, compact 
market of family buyers in the 
age and income groups that will 
need your products for a quarter 
century to come! Rates starting 
March, 1947 are based on 2,000,000 
circulation —including 1,750,000 
readers from World War II. 


OFFICIAL PUBLICATION 


‘Foreign Service’’ is the ONLY 
magazine that gives news of 
V.F.W. leadership in the fight 
for action on veteran’s legislation 
...news of their organization’s 
growth and activities...a sound- 
ing-board for their likes and dis- 
likes. For Foreign Service is their 
magazine, the official publication 
of the V. F. W. 


VETERANS OF FOREIGN WARS 


DAN B. JESSE, JR. & ASSOCIATES, INC. - Advertising Directors + 10 EAST 43rd STREET, NEW YORK 17, N.Y. 


Midwest Representative: Raymond J. Ryan, 


203 North Wabash Ave., Chicago, Illinois 


Pacific Coast: Ren Averill Company, 427 W. Fifth Street, Los Angeles 13, California 


lio ads were the first, and probably | | 
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Wi | / e grou 
\\_./ WUCIEN LELONG = Spee 
UNORTHODOX—Lucien Lelong, Inc., Chicago, is running whimsical perfume pieces like these in The New Yorker, Jn Medi 
course, and—of all places—in such papers as Factory Management and Maintenance, Banking and Wall Street JourmMogers sé 
in of 
nett agency after months of basic | advertised, or whether a particular veatest 
market and advertising research|ad is for perfume, hosiery or oly, off ee 
which included, among _ other| fabrics. Ad aieded, “\ 
things, a psychoanalytical study of men 3x th Ses.” 
male reaction to smells. Kids Sexy Trends F 9 Despite 
| Basic ideas behind the Taglio} y¢jon 3 Armed Orce@ysician 
m : g advertising for The New ohateiedl 
| _oe wenn (1) that an buy Yorker and for New York theater fo yn 
_ perfume for Christmas gifts, and programs in 1947 will follow a avid Cattle (Army). has | aon ol 
(2) that —— oS a whether considerably lighter vein. joined Fairchild Publications, N ain will 
bend re holding ticker tape or the) “while kidding the present sexy | York, as director of the marketijf{™ W" 
little woman’s hand. trend in perfume advertising, it | research department. “Th Sa 
Just Oo still makes a lot of promises on its| R- Brandon Marsh (Navy) raed 
| a ae ae own,” Mr. Burnett claims. “It all joined ~ i ee wet as ¢ gases 
| Each Taglio ad has a personal depends on whether a woman’s ae  * a Blend (Marines) pot? 
copy and graphic approach. In Oil| eternal hope is stronger than her | joined the art staff of William fease in 
| and Gas Journal, for example, it’s| sense of humor.” Weintraub & Co., New York. $378.( 
| “Dear Oil Man, Let’s stop figuring Termed the “popularity series” Herbert W. Schnur (AAF) alysis F 


|things by the barrel, and think 
how far an ounce or two of per- 
|fume can take you. With the 
| woman in your life, we mean.” 

Impact of the Burnett agency’s 
research job will be seen in two 
parts of Lucien Lelong’s major ad- 
vertising campaign for 1947. 

The class publication campaign 
in Harper’s Bazaar, Town and 
Country and Vogue is more or- 
thodox in its restrained, elegant 
approach, featuring the art of Jean 
Pages and the copy theme, “For 
high moments in distinguished liv- 
ing.” Here simplicity and strong 
product identification will seek to 
overcome the amazingly low brand 
identification common to perfume 
advertising in general. 

According to Leo Burnett, the 
agency’s readership studies indi- 
cated that the graphic treatment 
in most perfume ads has been so 
abstract and unorthodox that con- 
sumers have been almost helpless 
in identifying which perfume is 


in the Burnett shop, the black- 
and-white campaign for Tailspin 


perfume includes such one-line | 


copy components as, ‘“Headwaiters 
bow lower,” “Your mail gets 
heavier,” “Your phone rings of- 
tener” and “See more etchings.” 
A second color, such as the green 
faces on 14 women in ‘More wom- 
en envy you,” is added for occa- 
sional variety. 

The Ludgin agency has not yet 
completed plans for the series 
which will eventually replace the 
Burnett creations. 


Foster & Kleiser Shifts 


Geo. W. Kleiser, president of 
Foster & Kleiser Company, San 
Francisco, outdoor advertising firm, 
has been elected chairman of the 
board of directors. Gilman B. 
Haynes, executive vice-president, 
has been elected president and D. 
R. McNeill Jr., manager of the Los 
Angeles branch, has been named 
executive vice-president. All three 
changes are effective Jan. 1. 


been named director of resear 


for Behel & Waldie & Briggs, CHg® Perc 
cago agency. anufactt 
Walter E. Spicer Jr. (Army) |! 
joined Allied Home Products Cog Resear 
poration, Beloit, Wis., as assistal,. 
sales manager. whe cpara 
Charles W. Billingsley (Armpp' distr 
has joined Fuller & Smith & Rog’. Roger 
New York. >» The 
_—__ ement 
Promotes Field, Schube egy 
Bernard L. Field, in the adv yuired f 
tising department of Contineng  . t 
‘Distilling Corporation, Philadq@g® PO!” 
phia, has been appointed head opment 
the department. Uriel Schubegg only or 
formerly in the New York offi@search 


has been named sales promoti 
manager, a newly created positi 


ting ant 
portant. 
Mr. Ro; 


To Stevenson & Scott vertisin, 


McLean Cocoa Mills Ltd., M x defir 
treal, has appointed Stevenson How-thr 
Scott, Montreal, to handle its agAdvertis 
vertising. A test campaign § “the 
radio is being conducted and plag™ll range 
for 1947 advertising are now undid A, PD 
consideration. ing ma 


Lake County, Indiana. . 


Porter County. 
Total 


Daily home delivered penetration of more than 95% of the 
families in the Gary city zone. 80.8% penetration average 
for the entire Gary Trading Area. No other medium, in- 
cluding the combined circulations of all five Chicago 
dailies, even approaches our penetration in this area. 


Average weekly wage in Gary industry highest in Indiana. 


They EARN in Gary 


GARY... 


CITY OF OPPORTUNITY 


for National Advertisers 
GATEWAY TO A $400,000,000 ANNUAL MARKET 


Itical 
nce has 

the m 
mical be 
ictly at 


arenes $373,357,000 
pees 26,178,000 , 
Re $399,535,000 nufactu 
direct 
Gary is the principal retail buying center in this market. Gary, next bry 
to Milwaukee, is the largest city within a 100 mile radius of Chicago. : Pg 
ise org 
THE GARY POST-TRIBUNE |: 
\venirs, 
GARY’S ONLY NEWSPAPER fe poin 
‘ ntious 
Hits the Center of This Sales Target becomir 
The buying power of the city of Gary has more " “ant” ir 
doubled in five years: Yr. Geo! 
$75,000,000 1946......... $157,024.07 New ¥ 
Population of Gary Trading Area.......... 200,000 ma: Said | 
WESO OGtNSTD TR ATOR. sisi ceccsssssavceces 60,000 mcs at tl 
More than 90% of all employed persons in the area work in ‘ nation 
*Sales Management, Survey of Buying! “M)lied as 
They SPEND in Gary he a0 
‘ ‘ implica’ 
If you want response, advertise in THE GARY POST-TRIBUNE, the nedical 
newspaper with one of the most productive PULLINE* rates in America. “y of | 
ged = ins 
*PULLINE measures RESULTS when you ADVERTISE IN THE GARY POST-TRIBUBsforma 
National Advertising Representatives: BURKE, KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dellas, Oklahoma City, Los Angeles, Se” * if th 
espe 


For best results ADVERTISE ADEQUATELY in newspapers 
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55 Billion 


New YorK—‘‘On the basis that 


var year, the total medical mar- 
et has been estimated at $5.5 
illion, or $38.74 per person,” 
mes L. Rogers of Pitman-Moore 
ivision, Allied Laboratories, Inc., 
dianapolis, and president of the 
merican Pharmaceutical Manu- 
pcturers Association, reported at | 
e group’s midyear meeting here. | 
Citing these figures from Mod- | 
n Medicine (AA, Dec. 9), Mr. 
gers said that they represent a 


tig hte 3 


Pa 
ies 


dvertising Age, December 16, 1946 


. Medical Market’ — 
n 1947 May Hit 


Last Minute News Flashes 


Oneida Silver to Get Record Campaign 

Onerpa, N. Y.—Oneida, Ltd., silverware manufacturer, in a record 
campaign scheduled for next year, has added Woman’s Home Com- 
panion to its current list of Charm, Cosmopolitan, Glamour, Good 
Housekeeping, Ladies’ Home Journal, Life, Mademoiselle, McCall’s 
and Redbook. Full pages of black and white bleed and four-color 
copy will appear on a “consistent” schedule. No newspaper or radio 
is contemplated. Batten, Barton, Durstine & Osborn handles Com- 
munity and Tudor Plate, and Moser & Cotins handles 1881 Rogers 
and Heirloom sterling advertising. 


Set Up Point of Sale Label Service 

Houston—MacDonald Lynch, Galveston capitalist, Joe E. Edwards 
of Gano-Bachrodt-Edwards, Inc., Houston and Chicago agency, and 
Alton Wilson, originator of the Wilson system of point of sale adver- 
tising, have formed National Point of Sale Label Service, with tem- 
porary headquarters in the Union National Bank building here, to 
provide nationwide one-contract point of sale advertising purchase 
and control. The plan will be tested here before expansion to other 
major markets. 


in of 83% since 1940. “The 


reatest increase in the various | 


assifications of expenditures,” he | division of Borg-Warner Corporation will be advertised for the first 
ided “was for physicians’ serv. | time when, in February, the division will launch a campaign in five 
a _shelter and other consumer magazines, six business papers and 17 


: | 


ysicians to civilian practice, he 
yplained, “the patient load has 
hbown an increase and the tre- 
endous hospital building pro- 
am will further swell our total 
arket. 
“The estimated number of pre- 
riptions filled in 1946 as com- 
ared to 1942 showed an increase 
over 100 million, with an in- 
ease in value from $222,200,000 
$378,000,000. Based on an) 
alysis of 13,380 prescriptions, | 
e percentage compounded by | 
anufacturers is now 70.3.” 
Research Is ‘Starting Point’ 


Preparation for successful post- 
r distribution and marketing, 


o. The highest level of man- 
ement must acknowledge that 
nditions are changing and have 
real desire to do all the things 
juired for success. .. The start- 
The de- 
lopment of new and better drugs 
only one meaning of the word. 
bsearch in management, in mar- 
ting and in production are also 
portant.” 

Mr. Rogers also urged “strong 


Ingersoll Readies Drive for Utility Unit 


Cuicaco—The much-publicized home utility unit of Ingersoll Steel 


building, contracting and architectural publications. The unit em- 
bodies heating, kitchen, bath and laundry facilities. At the same 
time, Ingersoll will start a drive for KoolShade sun screen and Storm- 
Shade window sash. Trade Development Corporation is the agency. 


Burnett to Handle Pillsbury Pie Crust Mix 

MINNEAPOLIS — Pillsbury Mills, Inc., has appointed Leo Burnett 
Company, Chicago, to handle the advertising of Pillsbury’s newly 
announced Pie Crust Mix. 


] 

medicine, are to be made freely | * « 
available to the people.” Gillette to Air | 
The New York Academy of | ‘ s | 
Medicine, he explained, “favors F OUT Bow! Games 
not only a revision in medical edu- | 
cation, but the gradual extension 


of group medical practice. ‘/ than 700 outlets of three major 
Under this system, the central | networks, will carry Gillette “Cav- 
facilities and combined training) ajcade of Sports” broadcasts of 
and experience of the entire med-/|the New Year’s Day football 
ical group are at the disposal of | sames. 


the general practitioners associated | In addition to the Orange Bowl, 
with the unit. 


Such units will | Miami, game via CBS (AA, Nov. 
accept or even prefer the capita-| 95), Gillette will sponsor broad- 


tion (assessment) method of pay-| casts from the Sugar Bowl, New 


New YorK—A larger number of | 
stations than ever before, more} 


ment.” Orleans, via ABC, the Cotton Bowl, 

a \Dallas, and the East-West All- 
ABC Boosts Dues |Star game in San Francisco via 
Structure 20%, | Mutua. 


P. L. Thomson, president of the| _ Maxon, Inc., is handling ar- 
Audit Bureau of Circulations, an- | ™@ngements for Gillette. ; 
nounced last week that the board| The only major New Year’s Day 


of directors had voted unanimous- game not covered by the Gillette 


vertising and promotional plans, 


ly to raise the dues of all classes | schedule is the Rose Bowl classic, 


th definite objectives and real | of membership 20%, effective | 


vs -through.” "This action was made necessary, 

rtp ge ge gh howe he said, by increases in salaries, 

n “the support o e doctor’ | wages, traveling expenses of au- 

ll range from 15 to 45% of sales,| ditors and additions to the staff, 

id A. Douglass Brewer, adver-| “together with higher operating 

ng manager, CIBA Pharma-|costs of all kinds with which 

itical Products, Inc. ‘“Expe-| members are familiar.” The ex- 

nce has shown that direct mail og pam Be ogee poten Pie se 

the most effective and €cO- | ization since then has made three 

mical because it can be directed refunds, the most recent a 7.5% 

ictly at the target desired at| peturn in 1945. ; 

P moment of highest effective- Diseeetiibsosetnss 

ss,” he declared. “The concen- 

? . > ° 

tion of the attack also is to the a ee 

rantage of direct mail adver- arifie aps 

ing.” Demands for clarification of the 

Broadcast Measurement Bureau’s 

Half for Direct Mail station-audience area maps to per- 

Ir, Brewer estimated that 50% mit their effective use in promo- 

the average pharmaceutical 


tion and advertising brought a de- 

: cision from the BMB board of di- 
nufacturer’s expenditure goes 
direct mail; 25% for “journal 


rectors, meeting in New York last 
Wednesday, to issue new audience 

ertising,” chiefly medical, hos-| area maps showing the per cent of 
al and drug publications, and| station penetration in each county. 
for such items as booklets “The new maps will be dis- 


: : ’| tributed to subscribers as soon as 
sé organs, window displays, | : 
+: : : they can be prepared and will 
eT aa te films, gifts and substitute for the maps originally 


; , issued as part of the station audi- 
‘e pointed out that “the con-/| ence reports, thereupon becoming 
ntious prescription pharmacist | the official BMB maps,” said an 
becoming more and more im-| announcement. 

tant” in distribution. 


rv. George Baehr, president of |\Glevis Named Director 


™ New York Academy of Medi- 
e, said that “what this country of Gamble Skogmo Ads 
rds at this time is not an over- | George Glev ry for the past | 
ati 1 1 h | three years assistant director of 
Rational compulsory sc €me€\sales promotion of W. T. Grant 
lied as a panacea to allor most|Company, has joined Gamble- 
he people, without regard for |Skogmo, Inc., Minneapolis, as di- | 
implications upon the delivery | rector of advertising. 
nedical services and the pro-| Before his Grant connection, in 
ion of existing standards.” He| Which he supervised advertising | 
ed instead “an evolutionary | 224 promotion for the company’s 
isformation of medical prac-| 490 stores, Mr. Glevis was assist- 
” ik te tee prac) ant to the manager and publicity 
; e benefits of medicine,| director of the Boston Store, 
especially of preventive/ Utica, N. Y. 


| 


which is aired by NBC but never 
sponsored because of a Tourna- 
ment of Roses rule forbidding it. 


AFRA Refers Pact 
Issues to Members 


Counter - proposals of the four 
major radio networks to the con- 
tract demands of the American 
Federation of Radio Artists will 
be submitted to the union’s mem- 
bership at simultaneous meetings 
Dec. 17 in New York, Chicago, 
Los Angeles and San Francisco. 
Presumably votes will be taken to 


direct Afra representatives’ next 
step in New York negotiations | 
with the networks. 

Full details of the progress made | 
in the frequent and lengthy 


closed-door contract meetings 
have not been divulged, but it was | 
reported that a compromise tenta- 
tively reached on pay scales pro- | 
vides for a 20% increase for most | 
Afra members on commercial | 
shows, sustainers and transcrip- | 
tions, but excludes the pay raise 
Afra sought for sound effects 
men. No further conferences be-| 
tween the union and network ne-| 
gotiators were expected until after | 
the Afra rank-and-file sessions. | 


Form New Agency, 
Barton & Goold 


Gilbert Goold, account executive 
with Wortman, Barton & Goold, 
Inc., and William R. Tierney, for- 
merly with Outdoor Advertising 
Incorporated, and Grant Advertis- 
ing, Inc., have formed Goold & 
Tierney, Inc., advertising agency 
at 345 Madison Ave., New York. 

Initial accounts include Landers, 
Frary & Clark, New Britain, Conn.; 
Reeves Brothers, Inc., New York, 
and La Resista Corset Company, 
Bridgeport, Conn., all now handled 
by the Wortman agency. 


You cant make A | 


© ar poe te hat om Deny a eye on your prema 
Ferd eo protect pow ety, cemasert aod tna, 


So ae ae Neer St te ty oe ee ee EAL 


| 


BIG BACKLOG—Ford Motor Co., | 
which is doubling national and dealer | 
cooperative advertising funds (AA, | 
Dec. 9), is using this dealer message | 
in newspapers to explain that while its | 
unfilled orders exceed a million, the | 
abnormal demand for autos won't last | 
forever and Ford dealers hope to keep | 
on meriting the public's “confidence | 
and respect" through fair operating. | 


| 
| 


President Makes | 
‘U.S. Ad Agency’ — 
a Permanent Unit | 


WASHINGTON — The Office of 
Media Programming, government’s 
advertising agency, was incorpor- 
ated into the permanent executive 
organization Thursday as the 
White House transferred most 
other war-created units to the Of- 


CBS Head Urges 
Quick Advances 


fice of Temporary Controls for 
liquidation. | 

Originated during the war to} 
channel government information | 
needs into public service adver- | 
tising provided by industry| 
through the Advertising Council, | 
the advertising unit is to be in the | 
executive office of the President | 
as part of the re-constituted Office | 
of Government Reports. 

This office, replaced during the | 
war by the more elaborate Office | 
of Facts and Figures and the OW], | 
may be headed by a prominent | 
media or advertising man. In ad-| 
dition to its advertising unit, it | 
will contain an office to contact | 
the motion picture industry and | 
another to control certain intra-| 
government information chores. | 


| 


Council on Candy Sets 


$235,800 Budget | 
The Council on Candy of the| 


National Confectioners’ 


AssoCcia- | 
tion, Chicago, has approved a 


$235,800 budget for the first six | 


in Color Video 


WASHINGTON — President Frank 
Stanton of CBS opened the show- 
down hearings on color television 
last week by warning the Federal 


Communications Commission that 


it may soon be powerless to de- 
cide between the color and black- 
and-white systems. 

If in the next year the public 
invests $200,000,000 for half a mil- 
lion black-and-white sets, he con- 
tended, the commission “may find 
that its power to determine the 
standards of nationwide television 
will be locked out.” 

Asserting that CBS color tele- 
vision “is fully practicable’ and 
covered “all the necessary com- 
ponents of a broadcasting system,” 
he urged that “the people be per- 
mitted to choose the kind of tele- 
vision they prefer.” 

Differences with the Radio Cor- 
poration of America, which is ask- 
ing additional time for research on 
an electronic system of color tele- 
vision, came quickly into the 
open, with the CBS president com- 
plaining that the subject of tele- 
vision “has been deviled by con- 
fusion.” Asserting that CBS is 
not interested in who gets the 
credit for developing the system, 
or whether it is “all-electronic”’ 
or “mechanical,” he nevertheless 
insisted that the simultaneous 
transmission—championed by RCA 
—has “inherent defects, both tech- 
nical and economic.” 


Urges Color Advance 


Unless color television goes 
ahead now, Mr. Stanton warned, 
CBS will not be prepared “to ex- 
pend further substantial corporate 
energies in this direction.” 

Turning to the economic aspects, 
Mr. Stanton said advertisers and 
advertising agencies are “just as 
enthusiastic’ as the general pub- 
lic which, in painstaking objective 
audience research, manifested an 
overwhelming enthusiasm for the 
color as opposed to black-and- 
white. 

“Some advertisers have said that 
they would find it impractical to 
utilize any television medium 
other than color,” he said. 

“While a number of advertisers 
have been experimenting in black- 


months of 1947, with the major | and-white, in the long run, adver- 


item a series of four-color bleed | 


pages in Life and The Saturday 
Evening Post, all bearing the fa- 
miliar heading, “The crave for 
candy is a call for energy.”’ 


a series of ads in 22 medical and 


nursing publications, and in five | 
publications serving the home eco-'| 
In addition, the 1947 | 


nomics field. 
budget provides production costs 
of a 20-25 minute motion picture 


which will be given its “world’s | 


premiere” at the national conven- 
tion in Chicago May 25. Leo Bur- 
nett Company handles the con- 
sumer and home economics adver- 
tising, L. G. Maison & Co. the 
medical advertising. 


Magnavox Holds Prices, 
Sees No Increase 


Although the Magnavox Com- | nari 
Adrian 


pany, Fort Wayne, Ind., was 
granted price adjustments on 
radio-phonographs under OPA, no 
increases have been ordered since 
decontrol and none will be made 
unless “drastic increases in pro- 
duction costs” occur, Frank Frei- 
mann, executive vice - president, 
has announced. 

“Since 1941 prices have been in- 
creased less than 20% for what is 
actually a better product,” he said. 
“Distribution, sales and advertis- 
ing costs have been cut more than 
half since 1941. . . This remarkable 
showing has been due primarily 
to an increased volume of business 
and to the Magnavox policy of 
selling direct to selected retailers.” 


tiser interest cannot be sustained 


|on the basis of purchase of insur- 
|}ance and experience for the fu- 
|ture; television will have to stand 


The industry group also will use | Squarely on its own merits, as an 


advertising medium. 

“We all know that advertisers 
are attracted as the audience 
grows, and the audience grows as 


|advertisers spend enough money 


to support a program service with 
adequate public appeal. 


Greater Interest in Color 


“It is readily apparent that the 
increased interest of the adver- 


| tiser, which color television evokes, 
| will cause the 
| which can hasten the day of wide- 


chain reaction 


spread television service through- 


|out the country.” 


Other CBS witnesses, including 
Murphy, network vice- 
president, argued that color tele- 


vision receivers would cost only 
slightly more than _ black-and- 
white sets, and that the use of 
ultra high frequency would open 
the way for nationwide television 
networks. 

They contended that color fidel- 
ity “can be superior to any color 
motion picture process in use to- 
day” and that the brightness of 


the pictures “is sufficient for com- 
fortable and fully satisfactory 
viewing of daytime and night- 
time programs in rooms of normal 
brightness.” 
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Never Underestimate the Power of a Woman! 
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